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Mead De & Se Tints provide extra 
color at no extra cost. These six clear 
tints are ideal for halftone or line il- 
lustrations. They are surface sized for 
offset lithography. They are also 
widely used for letterpress. Try them 


for colorful effects at minimum cost. 


THE MEAD CORPORATION vrarer MAKERS TO AMERICA” 


Sales Offices: The Mead Sales Company, 118 W. First St., Dayton 2«New York + Chicago Boston: Philadelphia 
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... to every buyer of FOUR-COLOR-PROCESS work. 


A fob, Dosie & Johnson Co.’s great development results in... 


1. SUBSTANTIAL SAVINGS 
2. FAITHFUL REPRODUCTIONS 
3. FLEXIBILITY OF SUBJECTS 


J fol is a proven process now being used by America’s leading buyers of four- 
color-process work as evidenced by the following partial list of repeat buyers: 


ALLIS-CHALMERS MFG. CO. JANTZEN KNITTING MILLS, INC. 
BAKER, JOHNSON & DICKINSON KLAU-VAN PIETERSOM-DUNLAP ASSOCIATES, INC. 
BOTSFORD, CONSTANTINE & GARDNER MINNESOTA MINING & MFG. CO. 
BUTLER BROTHERS MUNSINGWEAR, INC. 
CRAMER-KRASSELT CO. NATIONAL ENAMELING & STAMPING CO. 
EVINRUDE MOTORS SCHLITZ BREWING CO. 
FULLER & SMITH & ROSS, INC. CHAS. SCRIBNER SONS 
GENERAL SHOE CO. SEARS ROEBUCK & CO. 
BERT S. GITTINS ADVERTISING J. WALTER THOMPSON CO. 
HOFFMAN & YORK, INC. WESTERN AUTO STORES 


Write for details about Vitacolor or see us in our suite at The Hotel Schroeder 
during the D. M. A. A. convention in Milwaukee. 


Craftsmen in Lithography 
263 EAST STATE STREET © MILWAUKEE 2, WISCONSIN 


Re-entered as second class matter at Post Office at So. Lancaster, Mass. under the act of March 3. 1897 
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“No Chain is stronger 


than its weakest link... 


ea” 
..and there are no missing links in a 


Donnelley produced “Mail Sales Plan! 


There is no substitute for experience! And experi- For the complete story of how Donnelley can 

ence has shown there are basic links that must be help you get better results from your Dealer Help 

welded together to form the complete “chain” of | Direct Mail, call or write your nearest Donnelley 

a successful Dealer Help Mail Sales Plan. Weak- office. 

ness in any one of these links can destroy the 

effectiveness of the entire plan! Here at Donnelleys cupplicrs. 

we are only too aware of these important facts. 
With a Donnelley prepared Mail Sales Plan, 


you are assured of a systematic program that OTHER DONNELLEY SERVICES INCLUDE: 


welds all the vital links shown above into a pro- ® Couponing-by-Mail—an “Occupant List” of 
over 35 million addresses, 98.49% accurate! Plus 
complete addressing and mailing service. 


ductive sales aid—a plan coordinated with your 

other merchandising activities to further stimulate 

eer Jontest Planning and Judging—supportec 

the sale s of your dealer organization. by years of experience in handling the nation’s 
With the Donnelley produced plan, you and largest contests. 

your dealers are assured of the greatest value per * Mail-Away Premium Service—executed by 

advertising dollar spent. Donnelley experts follow an expert staff, geared to handle large volumes, 

2 quickly and efficiently. 

your program from its planning and creation to : 

of y the Selective Market Mailings—proved by ex- 
ne Final eacing of your mal HANES OF pros- haustive tests, national, regional, and local 


peets. Every step is carefully supervised! . . . no campaigns. 


link is overlooked! 


THE REUBEN H. DONNELLEY CORPORATION | 
350E.22nd ST. 305E6.45th ST. = 727 VENICE BLVD. 
CHICAGO 16,ILL. YORK 17, NY. LOS ANGELES 15, CALIF. 
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PREAMBLE 


You should read this before 


you venture into other pages. 


by Henry Hoke 


A boat ride made possible the feature article in this 
pre-Convention issue of The Reporter. It was in April of 
1933... right in the depths of the great depression. 

Eliot Wight, advertising manager of the United States 
Envelope Company of Springfield, Massachusetts had re- 
luctantly assumed the presidency of a feeble and shaky 
Direct Mail Advertising Association. I had agreed to tackle 
the job of executive manager . . . with little to manage .. « 
and with income uncertain. 

During a gloomy visit to “temporary headquarters,” 
President Eliot Wight suggested that we take a boat trip 
from New York to Boston; to consult with Leonard Ray- 
mond; to get away from phones and things . . . to be able 
to sit, smoke, talk and think uninterruptedly. 

Sitting in the sun on the deck, Eliot began day-dreaming 
aloud about direct mail. He thought it needed dramatuzing. 
Could we do a research job? Could we classify all the 
uses... all the appeals . . . all the formulas? Could we 
display the results of research so people would be impressed 

people would understand? 

That boat trip did it. Sparked by Eliot's calm reasoning 
and inspiration, | went to work on the nearly hopeless job. 
Others pitched in. Leonard Raymond, Elmer Lipsett, Alex 
Forbes, Edson Dunbar, Fred May, John Carden, Lorne 
Cameron, Jess Roberts and kindred souls joined in to 
classify, index, rationalize systematize direct mail 
thinking. 

Out of innumerable huddles over midnight lamps; out 
of lazy, but serious, confabs along the banks of the Pis 
catequa at Leonard’s Maine farm . . . came the “49 Ways to 
Use Direct Mail.” The first definite, concrete guide to a 
hazy and confused subject. Then followed a study (and 
exhibit) of the varying techniques in twenty-seven industry 
classifications . . . followed in turn by a year-long research 
along the “Trails to Sales.” 

Next, we tackled the first and only complete study of 
how direct mail could be coordinated in a friendly, non 
competitive way with each of the other forms of advertising 
_. . followed by an intensive, back-breaking research on how 
the principles or elements of showmanship could be applied 
to direct mail. Five years of digging for and getting tacts 
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prodded, needled and encouraged constantly by the 
fellow who got an idea on a boat ride. 

The years have passed. The facts collected have been 
accepted as part and parcel of direct mail lore. The re- 
searchers and crusaders went back to their regular jobs. 
I turned to publishing this magazine .. . using the principles, 
classifications, indexes, etc. as guides in the editing . . . and 
for teaching others how to think about direct mail. 

After twelve years of experimenting with “teaching 
direct mail”... | think it’s appropriate and timely to give 
all the newcomers (the researchers and crusaders of to- 
morrow) an outline for an orderly and logical training pro- 
gram covering the basic fundamentals of direct mail. Fun- 
damentals based on former and continuing research. 

So... this 1951 pre-Convention issue is different from 
anything that has appeared before. I hope the hard-boiled 
professionals will not scoff at the reversion to simple funda- 
mentals. 

When you start the course outline on page 27, you will 
have to keep on reading in proper sequence. You'll miss 
the boat if you skip. Maybe you should read the sections 
in installments (one a day). 

I offer this outline to all the people who use direct 
mail. I suggest that it be used as the basis for group training 
within organizations where employees have anything to do 
with mail contacts—from mailing clerks, stenographers, etc. 
on up. Or perhaps it should be from the boss on down. 

Have one person read and study this training program. 
Then let him (or her) present the material personally, 
orally, to all others involved. 

I have seen this simple, basic outline accomplish re 
markable results in getting people to THINK right about 
direct mail. I hope it will be helpful to all of you who 
read The Reporter. 

I am glad I shared in the job of fact and formula finding. 
But the outline you have now would not have been possible 
without that boat ride, which started us thinking in a-b-c-d 
fashion about direct mail. 

To the modest but inspired gentleman on the boat . . . 
to the president of the Direct Mail Advertising Association 
during its darkest days... I sincerely dedicate this issue. 
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— THE POSTMAN— 
sculptured im paper by 
Rosemary Tracey 
a) Because he's a kev figure in the 
distribution of direct-mail adver- 
nf tising, he’s a VIP in our organiza- 


tion. Without him the mountains 
ot book lets, broc hures, folders and 
broadsides printed on Hamilton 
Text and Cover Papers would 
never be delivered. And with the 
end of the year approaching, he'll 
be busier than ever carrving cal- 
endars, Christmas announcements, 


and business greetings that derive 
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added qualityand distinctionfrom 
Hamilton Text and Cover Papers. 

These luxurious, soft-surfaced 
papers print beautifully by every 
process. Hamilton Text and Cover 
Papers offer designers a choice of 
gay colors and interesting tex- 
tures at prices to suit any budget. 
Your printer knows these papers 
well. Ask him to use Hamilton 
Text and Cover Papers on your 


next promotional piece. 


HAMILTON PAPERS 


W.C. Hamilton & Sons -« 


Miquon, Pa 
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| matter at Post Office at So. Lancaster, Mass 
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Freamble to the Convention Issue 


Short Notes 


Statements From Two Presidents 19 
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A Letter From DMAA Canadian 
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it's Time To Cut The Corn 22 
Convention Timetables 24 


How To Think About Direct Mail 27 


About our Cover: Raymond Lufkin designed 
our cover again this year. Early in August, 
we gave him a set of galleys to take back 
to his studio-at-home (Tenafly, New Jersey! 
so that he m.ght better come up with a few 
ideas about a cover . . . a rough or two. 
Ray showed up two days later with glowing 
praise for what he had read. AND under 
his arm was the finished drawing, ready for 
the engraver. Imagine! We were mighty 
pleased with both the art and his en- 
couragement 


THE ONLY MAGAZINE DEVOTED 
EXCLUSIVELY TO DIRECT MAIL 


owned and 


The Reporter is 
operated But in addition to thousands of 
regular subscribers. all Members of the Dt- 
rect Mail Advertising Association receive The 
Reporter as part of the Association service. 
A portion of their annual dues pays for the 
subscription. 


independently 
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Eleetiie [yping Time 


With an IBM, you can prepare beautiful master copy for 
reproduction . . . almost without effort. It’s the easy way, 
the fast way, the “letter perfect’’ way for annual reports, 
magazines, direct mail folders, form letters, advertising 
material, and catalogues. More economical, too! 


You can choose any one of over 30 type faces on the 
standard IBM, illustrated, or 8 proportionally-spaced type 
styles on the Executive model. 


590 Madison Ave., New York 22, N.Y. 


Please send illustrated folders on 
IBM Electric Typewriters. 


INTERNATIONAL BUSINESS MACHINES 
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easy on the press...easy on the eyes 
IMTERNATIONAL 


TICONDEROGA 
OFFSET 


For that extra touch in folders, broadsides, booklets, 

displays, reports, books or programs—turn to Ticonderoga 
Offset. You can always be sure of faithful, color-perfect 
reproduction. Try Ticonderoga Offset for lithography or 
sheet-fed gravure printing . . . you'll find it tops in 

ink affinity and economy no matter how short or long the run. 


International Paper Company, New York 17, N. Y. 


INTERNATIONAL PAPERS 


for printing and converting 
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SHORT 


@ IMPORTANT FIRST NOTE: Before 
you read another line of this pre- 
Convention issue .. . please read 
“Preamble” on page 5. You will under- 
stand what we are trying to do for you: 
why this one copy of The Reporter is 
different: how you can get the most 
out if it. And before you start the 
“course” on page 27... pehaps you 
should read Boyce Morgan's fine ar- 
ticle on page 22. Will give you a rea- 
son for going to Milwaukee. 


@ THE HEARINGS before the New York 
Labor Department's Board of Standards 
and Appeals have now ended. That is 
... the hearings on the two main group 
Pp (lettershop list compilers, 
homework contractors, etc.). Last day 
(September 10) was a riot. Intervening 
attorney Arvan (representing those who 
want te control and eliminate home 
typing) “blew his top.” after being 
needled and distressed by damaging 
admissions of his own witness. Shouted 
words which shouldn't be used in any 
legal proceedings. Even tried to throw 
a chair. Invited opposing council out 
in the hall for a fist fight. Judge Lewis 
finally called off any future meetings 
and gave all attorneys involved (in- 
cluding that of the Communist-domin- 
ated union) six weeks to file written 
briefs. The Reporter will give you a 
final report in our November issue. . . 
with predictions on ultimate outcome. 
In meantirme. Board will decide when 
hearings will start on individual appeals 
such as that filed many months ago by 
the Reuben H. Donnelley Corporation. 


@ TROY M. RODLUN (1832 M Street, 
N. W. Washington 6, D. C.) has come up 
with a good idea. But so far he has 
been turned down by the Post Office 
Department. Troy has suggested to the 
Post Office that users of postal metering 
machines be allowed to use a slogan 
slug on their third class mail with the 
simple wording. “Form 3547 Requested.” 
This would eliminate the necessity of 
having this slogan printed on all sup- 
plies of envelopes. Post Office officials 
probably think it might be difficult for 
clerks to see the slogan since they are 

it d to reading from the bottom 


up. Maybe something can be worked 
out eventually. Clerks would have to 
examine indicia only on undeliverable 
pieces. 
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DEPARTMENT 


NOTES 


@ MORE REPORTS are coming to us 
as result of previous item about the 
selling operations of a pencil company. 
Seems like a lot of people around the 
country have been stuck. They order 
a certain amount of pencils as the re- 
sult of direct mail solicitation. When 
the package is received . . . purchaser 
discovers that the order has been 
doubled. That is, four gross instead of 
two gross, or two gross instead of one 
gross. Continued complaints finally 
bring a form letter admitting “a mis- 
take,” but offering a ciscount on the 
excess quantity above the number ac- 
tually ordered. It's a shady racket. 


Should be stopped by in au- 
thority. 
eee 


@ EXECUTIVE JUDGMENT. Many top 
executives are inclined to scoff at direct 
mail. Some executives even claim that 
they never open or look at direct mail. 
Here is an interesting case history 
passed along to us by Bob Scarlett of 
MacDonald Bros. Aircraft Limited, Ot- 
tawa 4, Canada: 

“The President of a successful Win- 
nipeg. Manitoba, company who spent 
considerable time and money on ad- 
vertising. stated he would not consider 
using third class postage because he 
never even looked at third class mail 
addressed to him or his company. His 
wastelasket was on the floor between 
us. I immediately delved into it and 
broughi, forth several envelopes and 
other direct mail pieces bearing third 
class postage. As one after the other 
was dragged out. I asked who had 
opened them. I never saw a more sur- 
prised expression on a man—puzzled. 
because he admitted opening the mail 
on this occasion. Solely because this 
gentleman did not respond immediately. 
he got the impression he was not open- 
ing and looking at third class mail.” 


@ NUDE PICTURES are still being of- 
fered by many promoters through the 
mail .. . in spite of all the efforts of the 
Post Office inspectors to stop the pur- 
veyors of obscene literature. Some of 
the promotional copy has the Barnum 
& Bailey press agents beat a mile. For 
instance this paragraph in a form letter 
from Hollywood: “These are the photos 
you have been trying to get. the photos 


“NO ROOM...NO ROOM!” 
CRIED THE MAD HATTER! 


Why pay premium office-space rentals 
for your mailing-lists, addressing equip- 
ment and Direct-Mail personnel, the year 
around... why crowd your organization 
from January to December to make room 
for employees and mailing equipment 
that you use only a few days, or hours, 
at a time...when you can have all the 
low-cost room you need, PLUS an in- 
stantly flexible mailing organization, by 
transferring all your mailing operations 
to Circulation Associates? 


No room? Even the Mad Hatter would 
say there’s plenty of room in the 40,000 
sq. ft. in which we maintain more than 
20,000,000 stencils for many of the coun- 
try’s most active users of Direct-Mail... 
plenty of room for all the stencil-cutting, 
filing, addressing and mailing that you 
need... plenty or room for the accurate 
fulfillment of orders and subscriptions 
by experienced personnel who do nothing 
else from one year’s end to the other! 
Pienty of room, in which we now handle 
part or all of the mailing operations of 
leading Direct-Mail users in almost every 
conceivable business, industry and serv- 
ice, including your own! 


Solve all of your mailing problems, now 
and finally, by turning them over to 
Circulation Associates. Write, ‘phone or 
wire today! 


Write today for your free 
copy of “TWO SOFT- 
BOILED EGGS—AND A 
KIND WORD" ...a specially 
prepared brochure that will 
give you a few chuckles... 
and a lot of ideas about han- 
dling your Direct-Mail! 


Call Judson 6-3530 


CIRCULATION ASSOCIATES 


List Maintenance and Addressing » Speedaumat, Address- 

ograph and Ethott Stencils + Triple Heed Multigraphing 

+ Offset and Letterpress Printing + Mailing Operations 
+ Complete Direct Mail Campaigns « 


1745 Broadway + NEW YORK 19, W.Y. 
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Mart EARLY... 
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Davidson 


FOLDING MACHINE 


It’s no trick at all to fold evérything 


you mail...quickly...and get it in the 
mail promptly. One girl can fold a 
thousand monthly statements in 10 
minutes with a Davidson. And the 


same goes for advertising literature, 
form letters, bulletins. Saves time. ..- 
saves money...and it’s so easy to 
operate. Employees like it...and so 
does the boss. That's why the David- 
son has earned a place for itself in 
hundreds of cost-conscious busi- 
nesses. And, remember...even tho 
you use it only once a month, your 
Davidson will quickly pay for itself. 
Mail the coupon...now...for in- 
teresting facts about folding costs. 
There's no obligation. 


USE THE COUPON 
FOR FREE 
BOOKLET 


DAVIDSON CORPORATION 
A SUBSIDIARY OF MERGENTHALER LINOTYPE COMPANY 
1048-60 West Adems Street, Chicege 7. 


Please send me your booklet about 
office folding costs. 


Name 
Firm 


Address 


Leese 


you have been asking for, CLEAR 
SHARP, GLOSSY prints of the unusual 
poses. STRAIGHT FRONTS. FULL FIG- 
URE, LYING DOWN and a number of 
other poses I can’t describe here. RE- 
MEMBER they are made FOR YOU 
showing the divine female form the 
way YOU WANT TO SEE IT. They are 
the kind of girls you never get tired of 
looking at or dreaming about. Listen.” 

Then followed detailed and intimate 
descriptions of each female form of- 
fered. How anyone gets started in such 
a business is hard to understand. The 
Post Office inspectors are bound to 
close in sooner or later. But it seems 
that when the Post Office inspectors 
close up one fellow . . within a few 
months he moves to another town, 
changes his name and starts all over 
again peddling pornographic pictures. 


@ MILK DEALERS will have a “Circles 
of Information” setup at their October 
23 Convention in Detroit. This informa- 
tion comes to us through the courtesy 
of G. Gent, sales pr i g 
of Bowey’s Inc., 771 Bedford Avenue, 
Brooklyn 5, N. Y. who sent us a clipping 
from the August issue of “Milk Dealer” 
after reading the letter from John Yeck 
in the August Reporter 


@ ANOTHER NEW CALCULATOR is 
on the market. It is called the “Cal- 
culaide” Profit Rule. Produced and 
distributed by the American Hydromath 
Corporation. 145 West 57 Street. New 
York 19, N. Y. The plastic, 4-inch di- 
ameter calculator will give quick and 
accurate answers to problems in profits. 
prices. costs. discounts, percentages, 
etc. Price is $1.25. 
— 
eee 

@ THE CLEVELAND. OHIO. POST 
OFFICE had its first single mailing of 
more than one million pieces . . . early 
in September. 27 tons of direct mail 
pieces were mailed in one day by the 
World Publishing Company. 2231 West 
110 Street . . . to seek customers for a 
book club specializing in fine editions. 
The mailing was prepared by Adver- 
tising & Addressing. Inc., 210 St. Clair 


Avenue. N. W. ... with 50 people work- 
ing day and night for two weeks. 


| 
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@ CHARM MAGAZINE. 575 Madison 
Avenue, New York 22. N. Y. recently 
mailed a tricky promotion piece to pro- 
spective advertisers in the drug and 
cosmetic fields. A rough drawing il- 
lustrated the top of a desk with the 
two side panels of drawers. Job was 
die-cut in actual form of a desk. Sketch 
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showed a_  stenographer's notebook 
propped up on top of the desk with a 
sheet in the typewriter on which had 
been repeated, “Now is the time for 
all good advertisers to come to the aid 
of Women Who Work” An asterisk on 
the notebook pointed toward the bot- 
tom. right-hand drawer. Pull out the 
bottom drawer (through a die-cut slot) 
and there was a list of all the drug and 
cosmetic people who advertise in 
“Charm”... and who help to keep the 
bottom drawer of a stenographer's desk 
well supplied with proper toiletries. 
Exceptionally well-done. It was de- 
signed by Estelle Ellis . . . who should 
get some sort of a pat on the back. 


eee 


@ SUCKERS IN SWINDLE-LAND was 
the title of an interesting article by 
Richard S. Lewis in the St. Louis Star- 
Times. The article was reprinted in 
the July 18 Bulletin of the Kansas City 
Better Business Bureau (1025 Grand 
Avenue Building. Kansas City 6. Mis- 
souri). Gives a dramatic account of 
how the promoters of phony mining 
stocks have centered in Toronto, Can- 
ada ... and how they are fleecing 
Americans of more than $52 million a 
year. The Post Office Department, the 
Securities Commissions of a dozen 
states, Better Business Bureaus from 
coast to coast have been fighting Tor- 
onto stock frauds for years. If you are 
interested in learning more about this 
development. write to the Kansas City 
BBB and ask for a copy of the July 18 
Bulletin. It is worth reading. 


eee 


@ WASTE IN DIRECT MAIL is some- 
thing to be alarmed about. Especially 
in these days of rising costs. We'll 
report this case .. . just to emphasize 
the importance of watching your mail- 
ing list. On August 29, the Advertis- 
ing Department of “Esquire” magazine 
(488 Madison Avenue. New York 22. 
N. Y.) made an elaborate mailing (first 
class postage) to mail order advertis- 
ers. The postage on each 14 !/2 by 11 2 
inch envelope was 9 cents each. Inside 
each envelope was a 3-page multi- 
graphed letter, machine signed by 
William Nollman. Attached to the letter 
were 6 sheets of 81/2 by 11 inch with 
reproduced testimonials from mail order 
advertisers. There was also one 
sample page of the prospect's own ad- 
vertisement . . . plus a telegraph blank 
for making reservations for the Christ- 
mas issue. It was an ambitious and 
well-executed promotional job. BUT 
.. one of our mail friends in Wisconsin 
received 12 identical envelopes in the 
same day's mail. The only difference 
in any of the 12 pieces was the one 
sheet containing the prospect's own 
advertisement. and in many cases they. 
too, were duplicated. “Esquire’s” Ad- 
vertising Department evidently clipped 
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mail order advertisements from many 
publications. They forgot that many 
of the mail order advertisers advertise 
in quite a number of publications. The 
duplicates should have been weeded 
out. The duplication on this one pros- 
pect alone cost 99 cents extra in pos- 
tage. A complete waste. Not to men- 
tion the loss in the cost of the 11 extra 
assortments of processed pieces. Direct 
mail will work wonders in selling pub- 
lication space or anything else . 
but it cannot work wonders when too 
many obstacles are thrown in its way. 
So watch your mailing list. Weed out 
the duplicates. The duplicates in them- 
selves weaken your appeal, because 
the prospect thinks you are careless. 


Cooking? 


— a new mailing? Good! Then 
we can be of service to you. If your envelope is poorly 
_ conceived then the over-all-effect is lost and your 


eee 


@ R. GEOFFREY SMITH. managing 
director of W. S. Cowell Limited. fhe 
Butte Market, Ipswich, England is plan- 
ning to tour the United States during 
October 1951. Mr. Smith represents one 
of the finest letterpress and lithographic 
printers in the British Isles. He will 
study printing processes in this coun- 
try and will attempt to sell British 
printing in return for American dollars. 
Those who are fortunate enough to 
meet him during his tour . . . will have 
an interesting and enlightening exper- 
ience. If you would like to contact 
him . . . write care of The Reporter. 
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@ HOW TO THINK ABOUT LETTERS is 
the title of a 52-page. 6 by 9 inch re- 
print booklet just released by The Re- 
porter of Direct Mail Advertising. It 
contains a collection of all the 13 ar- 
ticles written for The Reporter by How- 
ard Dana Shaw of 1524 Chestnut Street, 
Philadelphia 2, Pennsylvania. Howard 
started writing back in Sestember 
1947. His articles have been very popu- 
lar. So many requests for reprints 
were received ... and so many issues 
of The Reporter are now out of print. . . 
we decided that all the articles should 
be collected together in one convenient 
form. Copies are available at the 
modest sum of $1 each. This booklet 
should help everyone in every organi- 
zation, from the president on down... 
with their letter-writing chores. 


eee 


@ AN OLD GAG was revived by Pete 
Becker, Arrow Service, 908 Twelfth 
Street. N. W. Washington 5. D. C. as 
the theme for a housewarming party 
invitation. The Stanford Paper Com- 
pany of Washington built a new ware- 
house and oi‘i-es at 3301 V Street. N. E.. 
Washington 18, D. C. They wanted to 
invite their friends in the printing trade 
to a housewarming party on September 
5. Pete designed a series of 4 by 6 
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mailing is discarded in 
the waste basket with- 
out ever being read. 
This happens all too 
often and should be 
remedied at the start. 
To overcome this prob- 
lem we have perfected 
a new and colorful 
addition to the envelope 
family—“‘Personalized”’ 
envelopes. They are gay 
in spirit and are natural 
“eye-catchers.”’ You 
can’t beat a combina- 
tion like that. Use color 
wisely and increase 
your returns noticeably 
with Cupples “‘Person- 
alized” envelopes. See 
“What's Cooking” in 
smart envelopes, then 
you'll insist on Cupples 
envelopes. 


envelope co., ine. 


360 Furman Street + Brooklyn 2, New York 


SALES OFFICES: PHILADELPHIA * BOSTON * WASHINGTON 
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REMINGTON 


Your sales bulletins and direct mail letters will take on new interest 


and lite when prepared on Remington Rand procer Stencils. Copy 


after copy is uniformly clear and sparkling resembling a good 


printing job, thanks to proceL’s patented and sensitive plastic coat! 


This sensitivity, plus pRroceL’s unusual strength, gives vou an 


ideal stencil for illustration, stvlus and pen work enabling vou to 


add still more impact to vour messages Further, procer’s strength 


minimizes cut-outs and tvpe clogging. too! And you get much 


longer runs save the time spent typing another stencil in the 


middle of a job. 


For bulletins and letters that really “come 
alive’. specify Remington Rand PpRoOcEL 


Stencils and get the best results, every time! 


Free... Booklet DS 31B. vours for the asking 
shows how Stencils help everyone 


in vour office to do a better job, faster. 


Remington Rand Business Machines and Supplies Division 
Room 2292, 315 Fourth Avenue, New York 10. N.Y 


Nome 
Firm 
Address 
City 


nd me vour rere booklet DS 31B— Plastic Procel Stencils 
rrange a FREE demonstration of proce: Plastic Coated Stencils in 


Zone Stote 


RAND PROCEL STENCILS 


inch mailing cards. They were mailed 


three days apart starting August 10. 
The first card was in the form of a King 
of Diamonds. The next. Queen of 
Clubs. The King of Hearts and the 
Queen of Diamonds followed. Across 
the center of each playing card was a 
curiosity teaser, such as, “It will be a 
Full House .. and we're counting on 
YOU” Or, “Ladies, too, are invited for 
Wednesday. Sept. Sth.” Three days after 
the fourth card was mailed the invita- 
tion folder was issued. It carried a 
King of Spades in a die-cut slot. But 
the bottom half of the King of Spades 
was a reply card for making a reserva- 
tion. The folder gave all details of the 
full house party. the new location with 
a map showing how to get there. Pete 
says that Stanford received many com- 
pliments on this “clever. original an- 
nouncement.” And he added: “Which 
only goes to prove that after a reason- 
able interval you can always pull out 
one of the oldies and reuse or adapt 
it for current use.” Our comment: Pete 
surely knows how to adapt with a 
punch. 


eee 


@ SEVERAL MONTHS AGO we men- 
tioned the transparent plastic sheets 
issued by Brightwater Paper Company. 
Adams. Massachusetts. Printed on the 
transparencies were typewritten letters 
in various forms. Purpose: to place over 
letterhead sketches so that final ap- 
pearance of letterhead and letter could 
be judged before placing an order. It 
was a good stunt Now the advertising 
folks at Brightwater have come up with 

ther tr parency idea. This time 
it's a series of plastic sheets with var- 
ious sized opaqued borders. If you 
want to get out an announcement card, 
you place the various transparencies 
over your design copy in order to de- 
termine what standard size of deckle 
edge card and envelope is needed for 
your particular purpose. Or the trans- 
parencies can be used by artists or 
printers to show the customer (when 
submitting proof) exactly how the fin- 
ished job will iook. You can get one of 
these new Appraiser Kits by writing 
to the mill. or to the sales office at 11 
West 42 Street. New York 18. N. Y. 


@ MOST GORGEOUS BOOKLET we've 
seen was recently issued by New York 
Institute of Photography. 10 West 33 
Street. New York 1, N. Y. Get a copy 
if you're interested in good printing or 
photography. Forty-four pages. 8'/, by 
8. inches. Naturally. it is filled with 
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Just a few miles from New York. but in an 
entirely different world is The Guild Co's 
handsome new home On the wall of the 
President's office (left) is a portrait of the 
late E. W. Proctor. who was with the com 
pany for 46 years and President from 
1920-1945 


ONOMATOLOGISTS 
GO SUBURBAN 


For more than half a century, The Guild Organiza 
tion devoted itself to the science of names in its bus- 
tling offices in the heart of New York City. Now the 
entire operation has been moved across the river to the 
quiet sedateness of suburban Englewood, New Jersey. 
Here under ideal conditions, staff members devote 
themselves to their Onomatological labors . . . ferret- 
ing out prime lists . . . classifying them by market or 
interest . . . checking their information against the list 
requirements of clients and reporting their findings. 
in trustworthy detail, to the old and new clients who 
have learned to depend upon Guild lists as the key- 
stone of their mail-selling programs 

For detailed information about this interesting 
and profitable service, write today to: 


THE GUILD COMPANY 


160 Engle Street 7 So. Dearborn Street 
Englewood, N. J Chicago 3, III 


nal Couneil of Mailing List Brokers 


2 he Guild Co. has facilities Classification and maintenance of 
or warehousing Client's en list information requires skill and 
velopes is glad to offer this experience. One young lady in 
extra service without extra this department (on vacation 
charge. From this central point when the picture was taken) has 
the material is forwarded to been with The Guild Organiza 


list 


owners for addressing tion for forty-three years 


In the V_P.'s office. list information is carefully selected for submission 
to individual clients and clearly detailed instructions are prepared to 
cover every phase of every transaction arranged between list owners 
and list users 


Constant checking with list owners on the progress of addressing work 
is an important part of The Guild Co.'s service to list users. It assureg 
prompt delivery of the work and accurate fulfillment of specifications, 


Detailed information on new lists. and revised data on others. is as- 
sembled and corrected here It comes in a steady stream from selected 
list owners who profit from rentals to carefully screened list users 


Data cards for clients get their final check for accuracy in this office, 
by long-distance phone. if necessary Englewood is to be a test city for 
the phone company’s long-distance dial experiment. so that faster service 
than ever will soon be available to Guild Company clients 
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FREE BOOKLET 
“Dictate with a Big YOU." 
Write today—wvuse business 
letterhead, please. 


You sign the BEST 


when it’s 


WATERMARKED 


Fox RiVer 


*Cotton-fiber makes the finest 


BUSINESS. SOCIAL, AND ADVERTISING PAPERS 


Your signature is your trade mark — 
as important to you as the name Cadillac 
to General Motors. When you sign 
your name, regard it as your personal 
seal on the appearance and contents of 
your letter 

You sign the best in paper when it's 
“cotton-fiber by FOX RIVER”... and 
you can see these words in the water- 
mark of every letterhead and matching 
envelope. Exact cotton-fiber content 1s 
also shown - 100 50%, of 
25° (the more cotton-fiber, the finer 
the paper). Nothing like cotton-fiber 
for whiteness, crispness, and for retain 
ing its appearance under erasing and 
hard handling. Ask your printer. 

Fox River Paper CORPORATION 
2026 §. Appleton St., Appleton, Wis 


Look through the paper:-- 
see the 


Fox River = 
WAME OF QUALITY 
WATERMARKED IN EVERY SHEET 


excellent photography. but there is also 
a well-worded, running story of the work 
of the Institute. 


@ MAKE IT BELIEVABLE A machinery 
manufacturer in the Chicago area re- 
cently made a mailing offering some 
special equipment ... on a free trial 
examination basis. A card was enclosed 
which was supposed to be attached to 
the order. A bold type line read: “This 
card not good after 10 days.” But there 
was nothing in the third class mailing 
to indicate on what day the offer had 
been made or on what day the offer 
would expire. The card and the offer 
just didn't look believable. 


@ PLASTIC GIVE-AWAYS are rapidly 
replacing leather goods. We received 
some attractive samples of electronically 
sealed, plastic business card cases 
from the Aquador Plastics Manufactur- 
ing Company. 423 Neptune Avenue, 
Brooklyn 24, N. Y. If any of you use 
such items as premiums or give-aways 
by mail to customers . . you might 
write to M. M. Ward (above company) 
for samples and details. 


eee 


@ MEDIA SELECTION is the name of a 
new and good 8!/2x1l, 24-page booklet 
issued by the Affiliated Advertising 
Agencies Network. It is supposed to 
be the first of a series of such booklets 
on advertising. It is intended as a guide 
for all people who must select the best 
media in which to advertise their wares. 
Contains an intelligent and interesting 
review of all the media. The advan- 
tages of each (condensed into two 
payes). Copies may be obtained by 
writing to R. E. Jaqua. The Jaqua Com- 
pany. 101-111 Garden Street, S. E. 
Grand Rapids. Michigan. Mr. Jaqua is 
chairman of the publicity committee of 
the Affiliated Advertising Agencies Net- 
work. Copy will be sent from the office 
of the 3AN member nearest you. 


eee 


@ WITHIN OUR SCHOOLS is the name 
of a house magazine published monthly 
during the school season by the Garden 
City. New York. Public Schools. Eight 
pages, 8'/.xll. It is edited by John 
Orban, Jr. and is now in Volume 4. It 
is sent to parents ... to keep them up- 
to-date on what is happening in the 
school system Copy which was sent 
to us by a subscriber bore this hand- 
written comment: “Reads like The Re- 
porter.” Whether John Orban thinks 
that is a compliment, we don't know. 
But “Within Our Schools” seems like a 


fine job. We wonder how many school 
systems in the country use a definitely 
planned adult house magazine for ce- 
menting the tie between parents and 
teachers. 


@ ANOTHER CAUTION NOTE. Several 
recent news items have confused read- 
ers of this magazine. Reports were 
printed that “The Reporter magazine” 
was offering special lowered advertis- 
ing rates or was embarking on an exten- 
sive advertising and promotion cam- 
paign to build subscriptions, newsstand 
sales, and what-not . . . with radio 
spot announcements and _ selected 
newspaper and magazine advertising. 
These news stories have no connection 
whatsoever with The Reporter of Direct 
Mail Advertising. They concern an- 
other Reporter magazine on 42 Street. 
New York City. (Previously mentioned 
in these columns.) The conflict in 
names continues to be irritating . . . 
but nothing much can be done about 
it. We are “The Reporter of Direct 
Mail Advertising.” No one seems to 
know why the other publisher selected 
the name “The Reporter” . . . because 
the name does not describe the maga- 
zine. It is a difficult-to-describe pub- 
lication devoted to essays and loqua- 
cious comments on world affairs. There 
is only one Reporter of Direct Mail 
Advertising. It is located at 53 Hilton 
Avenue, Garden City. N. Y. 


@ BEAUTIFUL is the Annual Report of 
The Champion Paper & Fibre Company 
of Hamilton, Ohio . . . for fiscal year 
ending March 31, 1951. Cover natur- 
ally printed on Kromekote ... and in- 
side cover pages are made to appear 
as the bark of a tree. Final section 
of the report gives a fascinating pic- 
torial story of logging and reforesta- 
tion projects Well done. 
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@ HARD COVER BINDING is the sub- 
ject of an interesting mailing piece is- 
sued by Kenneth W. James of Publish- 
ers Book Bindery. Inc.. 148 Lafayette 
Street. New York 13, N. Y. The mailing 
came to us as a 61, by 91, inch book, 
with “Mr. Hoke” imprinted in red on 
the front cover. The only type on the 
cover. Sixteen pages . . each con- 
taining just a few lines of hard-hitting 
copy .. put over the story of how few 
direct mail pieces are mailed in a hard 
cover binding. How hard it is to throw 
away a piece of printing contained in 
a hard cover binding. Describes the 
relative low cost of hard cover binding. 
An interesting promotion ... and con- 
tains a lot of sense. For some reason 
or other, people just naturally pay more 
attention to or give more respect to. 
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to carry an important message.... 
to deliver your new catalog safely... 


to package a new product.... 


When you need envelopes of any 
kind for any purpose... 


Phone HEGO . . CApito! 7-2400 


HECO 


ENVELOPE 
COMPANY 


4500 CORTLAND © CHICAGO 39 
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THIS SEAL 


cost or obligation on my part. x, 


KIPLINGER SUCCESS 
WITH DIRECT MAIL 
AIDED BY N.C.M.L.B. 


James Connell Of Washington Agency 
Says List Brokers’ Help Provides A 
Valuable Shortcut To Rich New Lists 


i The Kiplinger Wash- 
ington Agency, 
publishers of the 
internationally known 
“Washington Letter” 
and“Changing Times,” 
relies heavily on Di- 
rect Mail as a source 
of new business for its 


4 


publications. And since both have defi- 
nite, limited markets, selectivity is a 
primary consideration in their list-rental 
operations. In this connection Jim 
Connell, Kiplinger sales manager says: 


“Digging up the millions of names 
that we use every year is a gigantic 
task... but the members of the Na- 
tional Council of Mailing List Brokers 
do most of the work for us. Knowing 
our needs and our standards as well 
as they do, they are able to lift a 
substantial part of the burden from 
our shoulders by providing us with 
many lists which we would not other- 
wise obtain...and by giving us per- 
tinent facts about their performance 
and possibilities which might not 
otherwise come to our attention. 7 
don't see how we could operate suc- 


cessfully without them! 


Kiplinger is only one of the many thou- 


sands of large-scale Direct Mail users— 


publishers, manufacturers, merchants 


and others—who lean heavily on the 


membership of the National Council of 
Mailing List Brokers to uncover new 
list possibilities for them. 


Whether you have a list to offer for 
rental or wish to rent the lists of others 
for your own cultivation purposes, by 
all means return the coupon below for 
your copy of “...must be able to 
DOUBLE IN BRASS.” It lists all of 
the qualified brokers who are members 
of the National Council and it tells you 
how they operate to fill all of your list 
requirements. Send for your copy today. 
No obligation! 


FOR} NATIONAL COUNCIL OF 


| MAILING LIST BROKERS 
“ 200 W. 34th St., New York 1, N.Y. 


N.C.M.1.8. 200 W.34th St.,.N.Y.1,N.Y. | 


Please send me a copy of “... must ! 
be able to double in brass” without | 


Name 


Company. 
Address. 


City & State 


something which appears to be a book. 
Perhaps there is a place for such an 
idea in your direct mail plans. If so, 
write to Mr. James for details 


eee 


@ QUITE A HULLABALOO is being 
raised as an aftermath of the mass co- 
operative ilings of coup by na- 
tional advertisers (described in pre- 
vious issues of The Reporter). Seems 
as if some people have turned the re- 
demption of these coupons into a rac- 
ket. In some cases postal employees 
were allegedly involved. Racketeers 
buy up the coupons, sell them at a dis- 
count to grocers who, in turn, redeem 
them for 100°% with the national ad- 
vertisers. Better Business Bureaus. 
postal inspectors. district attomeys and 
others are working to break up the 
racket. 


eee 


@ DOM CASUAL is the intriguing and 
appropriate name for a new type face 
just released by American Type Found- 
ers, Elizabeth B. New Jersey. It re- 
sembles hand lettering . . . which it 
really is. Peter Dom designed the new 
style in his free and easy hand-lettering 
technique. Only font now available 
is in 36 point, but others from 18 to 60 
will follow. For a good circular on the 
new face ... write to Frank Gerhart 
at ATF. 

— 

eee 


@ THIS MUST BE THE ULTIMATE IN 
GUARANTEES. We've seen practically 
every kind of high-pressure guarantee 
in direct mail pieces .. . but this one 
has us stumped. Just saw a folder 
issued by the C. O Baptista Films of 
Wheaton. Illinois . . . advertising its 
Miracle 16 mm. Sound Projector. 
Splashed across the top of the circular 
is this wording: “Guaranteed uncon- 
ditionally until the Lord returns!” The 
circular describes how this miracle 
machine was developed “at the leading 
of God.” Due to this inspiration . . . 
the machine is guaranteed against de- 
fects of material and workmanship until 
“our Lord returns.” The machines are 
priced at $495. But this reporter ques- 
tions the wisdom and good taste of in- 
jecting religious sentiment into the 
selling of plain. ordinary machines 
If this guarantee works .. . it's a 
miracle. 


eee 


@ TRICKIEST PROMOTION PIECE 
we've seen in recent months was is- 
sued by The McCormick-Armstrong 
Company. Inc.. 1501 East Douglas, 
Wichita. Kansas. Hard to describe. 
A large folder measuring 17 by 11 
inches at extreme edges. But it has 
a continuous series of die-cuts along 
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three of the edges, making the folder 
nearly rectangular. Cover scene shows 
a perspective illustration of the 
McCormick-Armstrong building. Lift 
the cover and underneath it you see 
a bird's-eye view of the interior of the 
offices and the plant. Gives the com- 
plete layout of a “graphic arts and ad- 
vertising department store.” Well-done 
Good showmanship. 


— 
eee 


@ DURING THE LAST MONTH ... 
many people have sent us their nomi- 
nation for the “worst letter of the year.” 
All sent the same letter so it must be 
unanimous. We can't spare the room 
to reprint the entire letter, but here's 
the first paragraph: “I am glad to an- 
nounce that my office has an offer 
which it is proud of informing you 
about. There is no one in a position 
to give this same offer, knowing it 
would help you in your present status.” 
The rest of the rambling letter attempts 
to describe a mailing list of 1,500,000 
names of people who have purchased 
merchandise through national adver- 
tising or direct mail. Most of our cor- 
respondents wound up their comments 
with: . . . “What in hell is he talking 
about?” 


eee 


@ IF YOU USE GLOSSY PRINTS in any 
of your direct mail pieces... you might 
check up on the services offered by 
Pavelle Laboratories, Inc.. 16 East 42 
Street. New York 17, N. Y. We under- 
stand that company president Leo 
Pavelle has just developed a machine 
for printing photographic enlargements 
at the rate of 1000 per hour. Contact 
prints can be produced at the rate of 
20 per minute. One hundred 8x10 en- 
largements from any negative are now 
available for only $17. Sounds like a 
good deal. 
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@ A CHRISTMAS CARD IN AUGUST. 
That was the stunt used by the Zlowe 
Company (advertising agency), 598 
Madison Avenue, New York 22. N. Y. 
They jumped the gun by more than four 
months by mailing a Christmas card to 
their sweltering clients, friends and 
prospects. Under the snow scene cover 
was this inside message: “Now. when 
you can use it most, We're sending you 
this snowy toast: May fortune bless your 
Christmas selling—Pour down orders be- 
yond telling! Hope you like this glimpse 
of snow—Remember: it was sent by 


ZLOWE.” 
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@ DON’T FORGET to zone your mail. 
If you want to help speed up mail 
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deliveries, be sure your zone number e 4 
is included in all yo dvertising. All 
to get the zone number for all the ; 


names on your prospect list. Zoning 


time in separ- Use Auto-typist Letters am 
ation of the mail. The zoning system is 
For Greater Results 


here to stay. 


@ “HERE’S ONE FOR THE BOOKS” ; 

says Herb Odza of Dunhill List Com- , Auto-typed Letters Outpull 
pany. Inc. (565 Fifth Avenue, New York . ' 
17, N. Y.) Sent us a pencil-written Ordinary Form Letters 5 to I! 
letter from a Mrs. Margie Faul Kan- 

berry of Route 2, Minor Hill, Tennessee. 

The letter: “You have been referred to 

me in request as to how I could get 

my name on all the mailing lists. I 

don't care if I get 100 letters a day. 

I like to get a lot of mail. I have two 

mail routes by my door. Yours truly.” 

Some people like to get off mailing 

lists . . . but perhaps some Reporter 

readers would like to help Mrs Kan- 

berry keep her mail box stuffed. 


@ SPEAKING OF INCORRECT AD- 
DRESSING . . . The Reporter office re- 
And it was a letter soliciting business. ay much Can 
Promising careful attention to detail. Pes a Simple, too. 7 this Standard Model 5020 
any manual or ctne typewriter at championship 
pletely controlled by push buttons cept) tor personalizing 
eee 4 thiil-ins For every mailing, use o-ty] « Means 
business! 

@ HERE IS ANOTHER ONE FOR THE 
BOOKS. This reporter moved out to 
Garden City, Long Island on the first 
of June. It was necessary to make ar- 
rangements for new sources of house- 
hold supplies and services. We ar- 

ranged with a local laundry to pick 4 
up our stufi outside the apartment booklet shows how a 
door every Monday .. and promised 
to send a check for the amount shown 
on each bill. Checks were sent every s 
week from the office because we 
wanted to have good credit among our 
new commercial neighbors. After a 
number of weeks went by. we noticed 
that on each weekly bill a figure was 
shown as “previously billed.” We as- 
sumed this was some new method of 
bookkeeping. After about 7 weeks had 
gone by. we happened to be home one In addition to the Model 5020 
Monday morning and asked the deliv- — 
ery man what method of bookkeeping 
was being used by his laundry. He office. And they‘re backed by 
surprised us by reporting that they more than 50 years of experience 
had never received any payments 
from us. Sure enough, the bank state- 
ment proved no checks had been re- 
turned for payment. When we showed 
the proprietor a sample of the envelope 
in which the checks had been mailed 
. he shame-facedly admitted he had 
seen such envelopes every week but 
had thrown them away because the 
corner card read “Direct Mail Adver- 
tising” We have suggested to the 


This fact-packed “case history” 


Model 5100. Space Model 5060. Duc! Model 5030. Single 
Sover. Compactcon Selector. Push but Selector. Push but- 
struction, minimum ton operation of ton operation of 5 
space needed. Elec 100 or more para to 20 complete let- 
tric typewriter op graphs. Fully auto- ters; automatic, full 
eration exclusively matic when desired pre selection. 


AMERICAN AUTOMATIC TYPEWRITER COMPANY 
Dept. 210 614 North Carpenter Street, Chicago 22, Illinois 


Please send me your free booklet “How To Use the Auto-typist,” and descriptive literature. 
NAME 
COMPANY 


ADDRESS 
city ZONE STATE 
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Beneath the Drab Surface 
He Sees Hidden Riches! 


In the lower Transvaal town of Potchefstroom, South Africa, lives 
a teen-age boy with the most remarkable eyes in all the world. 


Pieter van Jaarsveld can see beneath the surface of the earth! 


His vision penetrates far, far down . . . hundreds of feet into the 
barren backveld soil . . . to disclose hidden veins of water, 
diamonds, gold, oil and coal. The success of young Pieter is 
phenomenal. In his last 200 divinations he has failed but 10 times! 


How does he do it? Pieter doesn’t know. He says he just “sees” the 
water or minerals. “Water,” he says, “looks like a beam of light 
on the surface.” 


Diamonds are flashing white spots . . . easy to see. Gold, oil and 
coal look very much alike. Gold resembles a black vapor. Oil is even 
darker. Coal is lighter than either, 


This gift of X-Ray vision has been given to only one man in all 
recorded history. How fortunate it would be if all men possessed 
the eyes of Pieter van Jaarsveld, so that they might see beneath 
the surface .. . so that they had the power to peer through drab 
envelopes and behold the valuable contents which often lie 
hidden, within. 

However, there’s another way to let men of normal vision discover 
the precious contents of a mailing. It’s the TENSION way... 
envelopes as bright and compelling as their contents. Envelopes 
designed to draw attention and encourage opening. 


Tension knows what it takes to make an envelope arresting and 
inviting. Years of experience, and the skill to create and produce 
envelopes of outstanding effectiveness make Tension your best 
source for envelopes that get results! 


for every business use 


TENSION ENVELOPE CORP. 


S22? Fifth Ave., New Vork 18, N. ¥. © 5001 Southwest Ave., St. Louls 10, Mo. 
123 North Secend, Minneapolis 1, Minn. ¢ 1912 Grand Ave., Des Moines 14, lowa 
19th & Campbell Sts.. Kansas City 8, Mo. 

Over 100 Representatives Selling Direct to User 


HOW AN ENVELOPE GAVE 
A CLUE TO HIDDEN RICHES 


A leading manufacturer to test plain vs. 
envelopes in « devigned to wl 


The rest of the list 
received the same 
broadside in an illus- 
trated envelope. 


THE ILLUSTRATED ENVELOPE 
PULLED 33%% BETTER! 


This mailing brought live inquiries from 15% of the 
— The only variant in the test mailing was 
the 


lope alone was 


HERE IS THE FIRST STEP TO 


-"“BETTER RESULTS FROM MAIL""* 


¢ 


Tension Envelope Corp. 

(Factory nearest you), Dept. i!-2 

Send me my free copy of ENVELOPE ECONO- 
MIES...Tension's periodic publication of sugges- 
tions and ideas for making mail more effective. 
Name 
Firm 


We'll Be Seeing You At the DMAA Convention ... Booth X 


/ 
a = 
Fez 
4 
] 
| 
A = Part of the list received 
a broadside in a plain if 
corner card envelope... 
fon 
Gaus 
vy 
| 
4 ENSIO 
4 
P 
4 
a 
ig 


PRE - 


CONVENTION 


STATEMENTS FROM 
TWO PRESIDENTS 


L. T. Alexander. President 
Direct Mail Advertising Association 


The <4th Annual Convention of the Direct 
Mail Advertising Association starts in the 
Hotel Schroeder, Mil ke as the MASA 
Convention ends. Runs from October 17 
to 19. (See Convention timetables page 25). 
President L. T. (“Duke’’) Alexander. Man- 
ager Direct Mail Division. E. I. du Pont de 
Nemours & Company. Wilmington, Delaware 
has everything under control as Convention- 
time draws near. More than a thousand 
users and producers of direct mail are ex- 
pected to be present for the program ar- 
ranged by Larry Chait of “Time magazine. 


It has been a real privilege and plea- 
sure serving as president of the Direct 
Mail Advertising Association during 
this past year. 

In a way, these past twelve monihs 
have been nothing more than a surg- 
ing of the new current in DMAA 
waters, mentioned by past president, 
Harry A. Porter, in his message to 
you in last year’s Conference Issue of 
Tue Reporter. 

He said then, “It will take months— 
or more likely, years—but their effects 
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will ultimately be visible.” He was 
referring to the new forces that he 
had started working within our As- 
sociation, 

The spirit which he put into the 
new board of directors has remained 
in this governing body throughout the 
last year. The officers and directors 
have earnestly tried to keep those forces 
moving. 

My observations have revealed an 
encouraging amount of progress in the 
direct mail profession. More and more, 
recognition of the importance of direct 
mail in our economy is being given by 
magazines and other advertising and 
selling publications. Other national 
associations are increasingly calling on 
direct mail leaders to speak at their 
meetings and conferences. Advertisers 
have increased their budgets on direct 
mail to an extent ever scheduled be- 
tore. The first seven months of 1951 
showed an increase in dollar volume 
for direct mail of approximately 14 
over the same period of 1950. We can 
truthfully say direct mail is fast as- 
suming its rightful place in the ad- 
vertising sun. 

These encouraging developments 
should serve as a stimulus for all of 
us because although great progress has 
been made, there is still a lot of 
work to be done. This is particularly 
true in two broad aspects of our me- 
dium which I think bear watching. 
The first is the matter of education. 
The second concerns research. 

We must continue to strive for rec- 
ognition in our schools and colleges 
so that they will treat direct mail as a 
major advertising medium and not an 
insignificant part of our selling process. 

There are still many people who do 
not understand direct mail and, con- 


{ Huntley H. Geddes, President 
Mail Advertising Service Association 


REPORTER'S NOTE: The Mail Advertising 
Service i 1 i 1 will hold 
its 3lst Annual Convention in Hotel Schroeder. 
Milwaukee on October 13 to 16. The Asso- 
ciation has had a successful year under the 
guid of Presid Huntley Geddes, Di- 
rect Mail Division. R. L. Polk & Company. 
Detroit. Michi Membership now stands 
at record better-than-800. Convention at- 
tendance is limited to creators and producers 
of direct mail. Huntley Geddes has given 
us the panying for this pre- 
convention issue. (See next page) 


sequently, will not use it. They, too, 
need educating because many of these 
people are important and key individ- 
uals in companies which could profit 
from direct mail. They must be as- 
sured that direct mail is not competi- 
tive to other advertising media bur is 
a “sales mate” to their other forms of 
advertising. They must be made to 
realize that many unproductive adver- 
tising dollars could be profitably used 
if placed in a direct mail budget. We 
must, therefore, all of us, do every- 
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chasing 
0 post, 


trying to get an 
efficient job done 
in direct mail, 
dealer aids, 


catalogs, 
other printing 
° 


there’s room out here 


for more accounts (especially 
firms located in the Midwest) like 
the discriminating national 
advertisers we're now serving 
who are sold on our trouble- 
saving way of handling all the 
details of preparation and 
production of all their 
advertising and printing —in 
single or multicolor reproduction 
—in 500 or 5,000,000 runs 

by a complete graphic arts 
service over 60 years old and 
embodying well-tested creative 


and mechanical facilities 


under one roof 


PLANS 

COPY AND LAYOUT 
TYPESETTING 
PHOTOGRAPHY 
RETOUCHING 

ART 

ENGRAVINGS 
OFFSET PLATES 
LETTERPRESS 
OFFSET LITHOGRAPHY 
BINDING 
IMPRINTING 
MAILING 

DROP SHIPPING 


well come You 
if you want— 
KELLER-CRESCENT CO. 


EVANSVILLE 8, INDIANA 
*names and other data on request 


thing we can to teach direct mail in 
our schools and colleges and convince 
our business associates that direct mail 
can be put to work for them to their 
great advantage. 

Now, let's devote a few short 
thoughts to research. 

Other media are constantly making 
surveys, publishing statistics on results, 
carrying on research in their respec- 
uve fields. In order for direct mail 
to gain the recognition it deserves, we 
too must make surveys and get to- 
gether statistics on the success of our 
medium. Those who are making sur- 
veys and doing research in direct mail 
now treat the results as “trade secrets.” 
Certainly, some of the data gathered 
trom this research could be placed 


into a common pool (such as our As- 
sociation headquarters). There it 
could be digested, correlated, and _pre- 
sented for the mutual benefit of all 
the direct mail business. We must 
do everything we can, and quickly 
too, to eliminate guess-work and put 
direct mail on a_ practical scientific 
basis. Then, and only then, we will 
gain the desired acceptance in adver- 
tising circles. 

Yes, there is still lots of work to 
be done and the directors and officers 
slated to guide the DMAA during 
the coming year are a conscientious 
capable group which will work hard 
to get action. I want to urge you to 
do everything you can to give them 
the support they deserve. 


Statement by H. H. Geddes 
President of the Mail Adver- 
tising Service Association 


During th’s past year it has been my 
privilege to be head of the MASA 
when what seems to me two outstand- 
ing projects were launched. 

One of these was our tremendous 
eflort to present the case for the mail 
advertising service industry on_ postal 
tates to individual members of Con- 
ress. 

The Association underwrote the ex- 
penses of 15 members from various 
parts of the country on trips to Wash- 
ington. Our delegates saw an esti- 
mated total ot 200 individual Congress- 
men and Senators. Interviews ranged 
all the way trom five minutes to two 
hours. 

We telt that we had accomplished 
two great things. Perhaps the most 
important trom a long range point of 
view was that we did register with in- 
dividual Congressmen and with the 
members of the Postal Affairs Com- 
muittees the tact that there was such 
an industry as mail advertising service 
and the fact that it was represented by 
an active aggressive association. 

We do not know what effect, if any, 
our representations had on the con- 
clusions reached by the Postal Affairs 
Committees. At any rate, we tried 
and we showed ourselves we could do 
a creditable job in representing our in- 
dustry aims before the nation’s law- 
makers. 

I think our next most important ac- 
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complishment is to recognize the fact 
that public relations is one of the most 
important tunctions of a trade asso- 
ciation. To this end, the Board of 
Directors has authorized employment 
of a professional public relations man. 
His job is not only to get publicity 
for Association activities but also to 
advise the Directors on engaging in ac- 
tivities with a good public relations 
value. 

During the past year it was a plea- 
sure tor me to visit MASA Chap 
ters in Toronto, Chicago, Milwaukee, 
St. Louis, San Francisco and Cleve- 
land, spending enjoyable time with 
each and learning of their problems 
first hand. 

We have started preliminary talks, 
looking forward to a considerable pro- 
gram in research into the nature of 
direct mail. One actual step is being 
taken in a questionnaire to members 
asking tor “success stories.” The pres- 
ent administration hopes that future 
administrations will carry on research 
projects in the field of direct mail, in- 
cluding its place in the advertising pat- 
tern of the country, its reception, its 
readership, its “results.” 

We feel that the direct mail busi- 
ness has only begun to do what other 
advertising and sales promotion media 
have been doing for many, many years 
. . that is, to study their own medium 
and how it works. 
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A Letter From The Canadian 
DMAA Vice President 


REPORTER'S NOTE: Harry (E. H.) Woodley is 
advertising manager of the Northern Electric 
Company Limited. General Sales Division. 
1600 Notre Dame Street West. Montreal 3. 
Quebec, Canada. He is serving his first term 
as C dian vice presid of the Direct Mail 
Advertising Association. Doing a good job. 
too. We told him about our plans for this 
convention issue ... a review of simple 
fundamentals in clinic form. This is his 
answer. 


A Nightmare, Henry, 


can indeed be most terrifying. Allow 
me a few moments of your valuable 
time to relate to you a certain experi- 
ence which left me somewhat bedrag- 
gled the next day. Amidst my slum- 
bers, | was confronted with many of 
my colleagues, who are associated with 
the advertising business, and all of 
them, including myself, were suffering 
from broken arms. Apparently, as I 
remember it, we could find no apparent 
reason for it, and there was no other 
indication of any serious bodily injury, 
apart from these damaged wings which 
had been propped up in slings. There 
were hundreds of us concerned, and, 
to add to this inconvenience, we were 
all subjected to masses and masses of 
advertising copy, layout, antl other ad- 
vertising mechanics. It was indeed a 
horrifying and exasperating business, 
and the whole thing finally exploded, 
with the sudden realization, along with 
the blast of the alarm clock, that our 
bodily damage had been incurred 
through constantly patting ourselves on 
the back. 

I am impressed, more than words 
can relate, with your suggestion that 
we approach direct mail advertising on 
a real down-to-earth basis. Personally, 
I am of the opinion that during the 
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past few years we have lost sight of the 
basic fundamentals that advertising is 
intended to increase sales, and that ad- 
vertising is, to all intents and purposes, 
“Salesmanship in Print”. 

As proof of my contention, Henry, 
I would ask you to examine much of 
the direct mail material that comes 
across your busy desk. Forget for a 
moment that you are an advertising ex- 
ecutive, and place yourself in the posi- 
tion of a buyer. Then, ask yourself 
the question, “What benefit do I receive 
from this presentation?”. My conten- 
tion is that, as users of direct mail, we, 
as members of an association, have 
spent too much time on our own build- 
up. We are consistently on the look- 
out for a new wrinkle, a new twist 

something perhaps a little “smart”. 
We review it with our colleagues and 
usually receive their respective response 
that “It’s Pretty Sharp”. 

I think your approach for the DMAA 
Convention issue is beyond reproach. 
A general review of the complete struc- 
ture of direct mail advertising should 
stand all of us in good stead. I like 
very much your expression of painting 
a simple but understandable picture of 
the entire direct mail field. I think, 
too, that none of us could do much 
better than to get out some of our old 
textbooks and review, in our own 
minds, the experiments and findings of 
the old masters. 

Perhaps some of our other good 
friends in this business might well 
shrug their shoulders and say it is all 
very easy for me to talk about reverting 
our direct mail to a more defined pro- 
gram. Perhaps, too, they may think 
that a direct approach is not competi- 
tive with the flair, flourish or stunt idea 
that is being practised to a very large 
degree. As proof of my concern in 
this regard, I am attaching a series of 
our sales bulletins which you will 
notice, from their dates, are of current 
release and were addressed to Electric 
Range Dealers. There is absolutely no 
flair or flourish to these bulletins. They 
are quite direct and very pointed, with 
terrific emphasis placed on only one 
factor—SELL. 

Let’s spend some time together at 
Milwaukee. We have much to discuss 
that will prove to our mutual advantage 
in the future. 


N of a series of people YOU 
0. have on Your Mailing List. 


He never answers his mail promptly. 
And before tomorrow, the reply- 
card may be lost... unless you use 
REPLY-O LETTERS, that is. 


REPLY-O LETTER carries your 
(already filled-in) reply card in 
an exclusive slip-out pocket until 
wanted . . . whether for days, 
weeks, or months. The card needs 
no pencil, pen or fill-in. 


If you want greater returns, try 
REPLY-O LETTER just once! You, 
too, will say 

"tickled pink... over 700 inquiries 


twice whot we hove been able to draw 
from other forms of direct mail." 


F. W. Dodge Corporation 


Send for sample letters and free copy 
of “IT WAS ANSWERS HE WANTED.” 


USE THE 
REPLY-O 


LETTER 


REPLY-O 


PRODUCTS COMPANY 
150 WEST 22nd ST, NEW YORK 11 
Soles Offices 
BOSTON — CHICAGO — CLEVELAND 
DETROIT — TORONTO 
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IT’S TIME TO CUT 


THE CORN 


by Boyce Morgan, D.\M Vice President 


It isn't easy to write fresh-sounding 
direct mail copy, particularly when that 
copy is designed to bring back an order. 
For you are writing pretty much to a 
formula . . . not because you want to, 
or are too lazy to do otherwise, but 
simply because you've learned that the 
formula works. 

So you naturally tend to use the same 
old words and phrases in the same old 
way. Meanwhile, a hundred other 
direct mail copywriters are writing to 
much the same formula, and using the 
same assortment of tried-and-true words 
and phrases. 

And what is the cumulative result? 
The cumulative result is corn .. . and 
pretty seedy corn at that. It sprouts 
out of almost every mailing that crosses 
my desk. Those same tired old expres- 
sions, grimly limping along on their 
vital mission of bringing back that 
order. 

I get so sick of them that my gesture. 
toward the wastebasket has become 
practically a reflex action, handled by 
my medulla oblongata without even 
consulting the boss upstairs. 

And yet, when I unlimber the type 
writer to turn out a sales letter on some 
familiar product or service, I find my 
fingers automatically seeking the keys 
that pound out some of those same 
corny words and phrases: 

“Send no money now 

“We urge you to act at once... 

“May we send you, with our compli- 


” 


ments . 
“By taking advantage of this special 
“To take advantage of this special 
offer...” 
“This special offer may never be re- 
peated 
“For a limited time only . . . 
“All you need do...” 
“Entirely without obligation .. .” 
“For your convenience .. .” 
am reserving, in your name. . . 
“So that you can see for yourself...” 
“With your permission, I would like 
to send you...” 


” 


“You'll be amazed at... 

I could go on and on, but you know 
them all as well as I do. Direct mail 
jargon. Mail order mumbo-jumbo. 
Perfectly good words and phrases that 
have been battered and beaten by over- 
use almost into insensibility. 

And I use that word deliberately. It 
means “state of being incapable of feel- 
ing or sensation.” Or, we might add, 
of inspiring any in a prospect. 

What can we do about it? Certainly 
we should do something. Perhaps your 
prospects aren't quite as sick of these 
cliches as | am—but they still must be 
pretty sick of them. Sick enough so 
that, unless we at least partially retire 
them from active duty, they will soon 
lose their believability—and their power. 
When that happens, they'll no longer 
pull in the orders—and that will hurt 
you and me and every other copy- 
writer. 

Well, I'll tell you what I'm trying to 
do about it, and I hope you may go 
along with me. It isn’t easy, as I im- 
plied in an earlier paragraph. It takes 
some effort. But I find the effort re- 
warding, and I think you will, too. 

First, let’s refuse to accept the idea 
that just because we must write more 
or less to formula to produce results, 
we must use the same old words and 


phrases over and over again. <A for- 
mula is a skeleton, not a body. Joe 
Doaks and John Smith have pretty 
much the same allotment of bones, dis- 
tributed in pretty much the same loca- 
tions. But Joe and John don’t look at all 
alike. Their bodies are different, and 
their faces are different, and their 
clothes are different. 

The same can be true of direct mail 
copy. Use any of the formulas you 
choose, or all of them. Write once more 
about the same old product, with the 
same offer and the same terms. You 
can still make your letter sound fresh 
... and you can still do it without 
getting fancy and resorting to seventy- 
five cent words and five-dollar phrases. 

I know it can be done, because I've 
tried it. It takes a little more cerebral 
perspiration, but the result is worth 
while—a letter that sounds fresher, 
more sincere, far less worn and hack- 
neved. <A letter that has some real 
personality because the writer—working 
with the same skeleton and much the 
same body—has refused to dress his 
message in exactly the same stereo- 
typed clothes. 

If you sit down to your typewriter 
with that thought firmly in mind, you 
can break the habit pattern that guides 
your fingers to the same old keys in 
exactly the same old order. And once 
the pattern is broken, I've found that 
you start getting not only fresh words, 
but fresh thoughts and a fresh view- 
point. In trying to say something a 
little differently, you start thinking 
about it a little differently. When that 
happens, your problem is on the way 
to being solved, permanently. 

But you'll notice that this article is 
headed “It's Time to Cut the Corn.” 
Not “cut out” the corn. Just CUT it. 
I guess we'll never get rid of it entirely, 
and frankly, as a mail order man I'd be 
afraid to try. 


Boyce Morgan... 


REPORTER'S NOTE: A convention issue of 
The Reporter would not be complete without 
statements from the top officers of the Direct 
Mail Advertising Association. This article by 
Boyce Morgan (1025 Connecticut Avenue. 
N. W.. Washington 6. D. C.). American vice 
president of DMAA is more than a statement. 
It hits at one of the fund tal weakn 

in Direct Mail. It ties in nicely with Larry 
Brettner’s article in the September issue. 
Those of you who attend the Milwaukee Con- 


vention will hear the same theme carried on 
and elaborated by William Baring-Gould of 
Time. Life and Fertune. Seems that a lot of 
people are interested in “Cutting the Corn.” 
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Tell 


X-Ray booklet shows product's “insides” 


Want to make the inner construction of 
your product interesting and easily un- 
derstood? We found the X-Ray Visual 
Sales Method most successful —a 5-page 
acetate booklet which demonstrates the 
step-by-step construction of our Sealy 
innerspring mattress. We have used it 
as a pocket demonstration piece for 
retail salesmen. And, although some- 
what more expensive than the usual 
booklet, it could be used effectively for 
direct mail, too. Now, when customers 
ask “Why is your mattress better (or 
more expensive) ?"”—we can shou them ! 


J. R. Lawrence, Advertising Manager, 
Sealy, Inc., Chicago, Ulinois 


Converts photograph into line drawing 


If you have a photograph of strongly 
contrasting tones that detine form (44 
view of a man’s face), it can be con- 
verted into a ‘‘postery” line drawing at 


very low cost. Simply make a “con- 
trasty”’ stat of the photograph to elim- 
inate many middle values. From that, 
make a line cut on zinc and tell the 
engraver to “let it come.” The result is 
a line proof that retains the original's 
photographic character; that has inter- 
estingly textured shadow edges. To 
interpret the photograph as accurately 
would otherwise require an extremely 
capable artist. Experience will tell where 
certain “key form"’ edge areas may need 
to be detined in the photostat to hold 
intelligibly in the zinc. 


Clarence N. Johnson, Art Director, 
Reincke, Meyer & Finn, Chicago, Ul 


it to Kimb 


erly-Clark 


An idea exchange service for 


advertisers and buyers of printing 


Keep your catalog up to date! 


Last fall when printing our 164-page 
photo supply catalog, we anticipated a 
flood of price changes in the ensuing 
months, and provided a 1-inch blank 
column on the outside edge of each 
page headed ‘‘Latest Then peri- 
odically as required, we mailed out a 
sheet of 16 perforated gummed stickers 
covering the new prices. Even new items 
are included on these stickers by pro- 
viding a small thumbnail sketch and a 
brief description. In this way we have 


protected our original investment in an 
expensive catalog by keeping it useful 
and up to date week by week. 
Ray Lambert, Advertising Manager, 
Hornstein Photo Sales, Inc., Chicago, Ul. 


Do you have an item of interest? 
Tell it to Kimberly-Clark! 


Any item of interest 

pertaining to adver- 

tising Of printing is 

acceptable, and be- 

comes the property of 

Kimberly-Clark. For 

each published item, 

a $50 Defense Bond 

will be awarded to 

the sender. In case of 

duplicate contribu- 

tions, only the first 

received will be elig- 

ible for an award. Address Idea Exchange 
Panel, Room 993, Kimberly-Clark Cor- 
poration, Neenah, Wisconsin. 


As paper is still on allocation, please 
help prevent the shortage from spread- 
ing further. And remember—you add 
crisp freshness and sparkling new sales 
appeal co all printing jobs —at less cost, 
with less waste—when they're done on 
fully-coated Kimberly-Clark printing 
papers. Use them whenever possible. 


Kimberly-Clark Corporation wsconsn 


REG. U.S PAT OFF 


Clark. 


Hifect* Enamel 


Quality Machine-Coated Printing Papers 
Lithofect* Offset Enamel 


Trufect* Multifect* 
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Convention 


Thomas’ New 


Collating Aid M A 8 
Finger -Tip A 
Gathering 

Trays OCTOBER 12-16, 1951 


Designed for saving—yes, they 
save time space steps and fatigue. —Hbotel Schroeder, Milwaukee— 3:30 p.m. “The Golden Rule Pays Off Big” 
Whitt Schultz, President, Northmore’s 
All pages to be gathered are within ERIDAY—October 12 Home Products, Highland Park, Ill. 
easy reach at normal arm level. pistratio 420 pam. “Disect Mod's Golden Age 
y 120 pm. Reguwsnon John Yeck, Yeck and Yeck, Dayton, 


No lost motion or effort—everything Ohio 
is at your finger tips! SATURDAY—October 13 4:30 p.m. Tour of Exhibits 
9:00 am, Registration 7:30 pam. Informal dinner and night club 
10:15 Guided tour of the exhibits partyv—Tic Toe Club (across trom 
11:00 Red Badge Brigade Hotel Schroeder) 
(Novel method of getting new members 
acquainted with old) TUESDAY—October 16 
12.00 “Hi Neighbor” Luncheon: 9-00 
a.m, Educational Film—“Electric Typ 
1. Melbourne 1. Feltman, Chicago— 

k ing Time” (new technicolor fhlm pro 
00 fl Gonal OF duced by Intl, Business Machines Corp.) 
pote 9:30 am. “Will Your Business Survive the 
Presentation of awards, trophies, cer 

War-Peace Economy 
in Moderator E. N. Mayer, Jr., James Gray, 
pm. Round Table  Sessions—“roun Inc. N. ¥ 
tains of Knowledge” (Each of seven 
teen tables will be presided over by a Lows, Cem. Chicone 
chairman and one of two assistants) Dial H. Elkins, Batt "ies & Co 
al . Batt, Ba “ 
OO pom Informal dinner and dance—at Washinewa, D. C 
the Wisconsin Club (dress optional) C. Howe & 
Co., Philadelphia 


These new Finger-Tip Gathering Trays SUNDAY—October 14 Bernard S. Rosenstadt, Ardlee Serv- 


may be quickly set up on a desk or 9:30 am. Small Shops Exchange Meeting ice, Inc.. New York 
10:30 a.m, Mimeoscope Exchange Meeting am, “Let's Put Our Best Foot For- 


table top as illustrated. When not in 
: Chairman, Clarence Musselman, Allen- ward 

use they nest into a compact space town, Pa Robert Silbar, Public Relations Counsel, 

of by 11 for handy storage. 11.00 a.m. Offset Exchange Meeting MASA International 

Chairman, William J. Wahl, Buffalo, 20 a.m. Tour of Exhibits 

May we send you our simplified collating _ N.Y 12:00 Luncheon a 

work sheet? On it you can note your esi. 11:30 Tour of Exhibits Clyde Bedell, Clyde Bedell, Inc., Park 
12:00 Chapter officers Luncheon Meeting Rulge, Speaker 

lating jobs for any period. It will give Chairman, Ralph E. Harris, Philadel- 2:00 p.m. Educational Film 

you full information of your time and cost phia, Pa “The Invisible Receptionist” —produced 


of collating. Just mail us the coupon below. 2:10 pam. Sightseeing Bus trip around Mil by Bell Telephone Co 
30 pam. “Diary of a Delegate’—Conven- 


ten Summary 
MONDAY—October 15 Aary en Clancy, New 
o 
S00 acm. Early Bird Idea Exchange Break- 
“ ° Paul Sampson, Sampson-Johnson Co., 
tast—Paul Krupp, Chairman Detroit 
OAS Sales Clinic 
ks Lucile Blankenbecler, Lucille’s Mimeo 
d d AW Age 


Moderator 
‘ Wm. Lowenstein, Jacksonville Letter 
A. M. Andersen, Vice-Pres., Reuben H. ‘ 


II 
‘ Shop, Inc., Jacksonville, Fla. 
° Ater Donnelley Corp., Chicago 300 pm Trg Fla 
Robert Hemz, Merchandising Mer., 
deve lo ment Schuster’s, Milwaukee 
P Bernard Verin, Sales Mgr., Sovereign Lettershops (exclusive of offset) 
Co., Chicago, Il Chairman, Alvena Tamkin, Hauser- 
SPECIALISTS IN PAPER GATHERING Paul Krupp, Pres. Advertisers Mailing King Co., Cleveland 
Service, Los Angeles 
| 11:00 a.m. “For Best Results, Treat Direct Offset Printers 
| Mail as Advertising” Chairman, L. M. Hinderstein, The Mad- 
| John McAlpine, J. Walter Thompson son Detroit 
| Ageny, Detroit 
| 2:00 p.m Educational Film—"“The Magic Creative Direct Mail Agencies 
| Ke Chairman, Claude Grizzard, Jr., Griz- 
| 


waukee 


another 


. 


| THOMAS COLLATORS 

| Church New Vork 7 

Send me Specifications and literature on 
| the new Finger-Tip Gathering Trays. 


Name 
| 2:30 p.m. Annual Business Meeting zard Advertising, Atanta 
| Company 


| Address 
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‘ Time lables 
DMAA 


OCTOBER 


OCTOBER 17 
8:45 a.m.—Registration Desk Opens 


9:00 a.m.—The Leaders Breakfast (For win- 
ners only.) Presiding: Chairman of 
DMAA 1951 BEST OF INDUSTRY 
Cortest, C. B. Larrabee, President and 
Publisher, Printers’ Ink Publishing Co. 
Awards announced and Certificates 
issued. Campaigns placed on display. 


10:00 a.m. to 12:30 p.m.—Exhibits Open Un- 
interrupted period for inspection of 
Commercial Exhibits and for study of 
first showing of winners in 1951 BEST 
OF INDUSTRY Contest. 


12:30 p.m.—Opening Luncheon First 
General Session—Chairman: = L 
Alexander, DMAA President (E. 1. du 
Pont de Nemours & Co., Wilmington, 
Del.) 

Invocation: E. J. O'Donnell, J., 
President Marquette University. 

Welcoming Address: Charles S$. Downs, 
Conference General Chairman (Ab- 
bott Laboratories, North Chicago, TIl., 

Civic Welcome: Frank P. Zeidler, 
Mayor of Milwaukee 

Keynote Speaker: Walter D. Fuller, 
Chairman of the Board, Curtis Pub- 
lishing Co., Philadelphia, and Chair- 
man of the Board, National Asso- 
ciation of Magazine Publishers —“Is 
Business Selling Advertising Short?” 


p.m.—Better Copy and Letters—Chair- 
man: Wilham A. Marsieller, President, 
Marsteller, Gebhardt & Reed Co., 
Chicago, Wilham  Baring-Gould, 
Circulation Promotion Manager, Life 
Magazine, New York: R. T. Curtis, 
General Manager, Ross-Martin Com- 
pany, Tulsa, Okla.; Earle A. Buckley, 
President, The Buckley Organization, 
Philadelphia; and Viola Noble, Ad- 
vertsing Dhirector, Clarke's, Tulsa, 
Okla. 


5:00 p.m.—Annual DMAA Business Meeting 


6:00 to 8:00 p.m.—Get Acquainted Party 
OCTOBER 18— 


9:00 a.m.—Circles of Intormation—Creative 
Problems—General Moderator: Walter 
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F. Grueninger, Circulation Manager, 
Magazine of Building, New York, 
N. Y. More than 75 experts will act 
as counsellors at the twelve tables for 
this session and for the Friday afternoon 
continuation, 


11:30 a.m.—“The Biggest Direct Mail Cam 
paign in the World—an off The Record 
Talk,” by Edward Mayer, Jr., President, 
James Gray, Inc., New York, N. Y. 


p.m.—Mail Order Session—Chairman: 
Whitt N. Schultz, President Northmore’s 
Home Products, Highland Park, Ill. 
Acting as speakers and targets for 
questions will be: Jack McDonnell, 
President, The Epicures’ Club, Eliza 
beth, N. J.: John E. Tillotson, Modern 
Handcraft, Inc., North Kansas City, 
Mo.; Joseph G. Wenckus, Catalog Mgr., 
Alden’s, Chicago, Ill.; M. P. Brown, 
M. P. Brown, Inc., Ft. Worth, Texas 
and Paul J. Bringe, (Sales Manager) 
Milwaukee Dustless Brush Company, 
Milwaukee, Wisc. 


6:30 p.m.—Buffet Supper and Entertainment 
OCTOBER 19 


9:00 a.m. Direct Advertising Session—Chair- 
man: Dale Y. Ecton, Manager Adver- 
using Distribution, Trans World Air- 
lines, Inc., New York, N. Y.; Milton 
E. Bell, Vice President, Abbott, Kerns 
& Bell Co., Portland, Ore.; John R. 
McAlpine, J. Walter Thompson Com- 
pany, Detroit, Mich.; A. M. Sullivan, 
Advertising Manager, Dun & Bradstreet, 
Inc., New York, N. Y.; Dan E. Smith, 
Art Director, Poole Brothers, Chicago, 
Ml. 


12:30 p.m.—Closing Luncheon — Presiding: 
DMAA President-Elect . . . Introduction 
of new DMAA Officers and Directors 
. . . Featured Speaker: James M. Roche, 
General Sales Manager of Cadillac Di 
vision, General Motors Corporation, 
Detroit, Mich. 


p.m.—Continuing Circles of Informa- 
tion—Sources, Methods and Techmiques 
—General Moderator: George L. Staudt, 
Corporation, Milwaukee, Wis, 


5:00 p.m.—Adjournment. Exhibits close. 


@ Whether you are 
signing your signa- 
ture at the bottom 
of a letter—or fill- 
ing out an office 
form—you want a 
paper that takes 
your writing clean- 
ly and neatly. Give 
Nekoosa Bond the 
pen-and-ink test — 
just as we do at our mills. You will 
find that Nekoosa Bond has a smooth- 
er, better surface for writing—and 
the built-in strength that withstands 
erasing, too. It's a good paper to 
specify for letterheads and envelopes 
—and most other office stationery. 
Ask your printer to show you samples. 
Nekoosa-Edwards Paper Company 
Port Edwards, Wisconsin 


MADE IN U.S.A. 
IT PAYS TO PLAN WITH YOUR PRINTER 
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© YOU DO YOUR OWN sales promotion and 
get out your own booklets, folders, letters, 
and mailing pieces. You figure it costs you 


nothing because department salaries are on the 
books anyway. 


This is a thinking error that is easy to fall into. 
And if you will forgive us for saying so, you couldn't 
| make a bigger mistake. 


To bring the results they can bring, direct advertis- 


ing and sales promotion call for specialized ability —a 
professional approach fully as advanced as publica- 


tion advertising, radio, or TV. It’s a professional job. 
Dickie-Raymond has majored in this medium for 
30 years, and we're still learning — although we do 
believe we know more than most. 


Look at it another way. The worth of a sales or 
advertising executive depends entirely upon what he 


LOCK FOR LEADERS AMONG 


AETNA LIFE INSURANCE COMPANY 
* AIR TRANSPORT ASSOCIATION OF AMERICA 

*** AMERICAN AIRLINES, INC. 

AMERICAN OPTICAL COMPANY 
AUDOGRAPH — THE GRAY MANUFACTURING COMPANY 
BETTER PACKAGES INC. — COUNTERBOY 

BOSTON MANUFACTURERS MUTUAL FIRE INSURANCE CO, 
THE BRUNSWICK-BALKE COLLENDER COMPANY 

CURTIS 1000 INC. 

INTERCHEMICAL CORPORATION, TEXTILE COLORS DIVISION 
*THE NATIONAL SHAWMUT BANK OF BOSTON 


*5 years or more **10 years or more 


‘Lhe most costly promotional buy ts the 


one that costs you NOTH ING! 


***15 years or more 90% Client Renewal Year After Year 


does with his time. With competent outside counsel 
in direct advertising and sales promotion, time is 
freed for basic sales planning, for concentration on 
long-range strategy. Through Dickie-Raymond you 
gain the full-time services of a large staff of expert 
sales and merchandising executives, writers, artists, 
and production supervisors. It’s a team set-up that's 
just bound to accomplish impressive results for 
your company. The cost? About what you'd pay a 


junior executive. 
Under current conditions, you need this counsel 
more than ever before. For these are times when 


you must have the right answers. 


We have available a booklet which tells all about 
Dickie-Raymond — what we do, our three service 
plans, and the special facilities we offer. A request 
on your business letterhead will bring it to you. Or 
telephone our New York or Boston office. 


DICKIE-RAYMOND CLIENTS 


PANAGRA — PAN AMERICAN. GRACE AIRWAYS, INC. 
PAN AMERICAN WORLD AIRWAYS, INC. 
*PANTEX MANUFACTURING CORPORATION 
** *PITNEY-BOWES, INC. 
*PLYMOUTH CORDAGE COMPANY 
** RAILWAY EXPRESS AGENCY, INC. — AIR EXPRESS DIVISION 
***SYLVANIA ELECTRIC PRODUCTS INC. 
TUNG -SOL LAMP WORKS, INC. 
**THE WALL STREET JOURNAL 
*** UNITED STATES ENVELOPE COMPANY 
WILLIAM ZINSSER & CO., INC. 


MUrray Hill 7-3360 


There's Only One | Vickie- Raymond 


Merchandising and Sales Promotion Counsel, Direct Advertising 
521 Avenve, New York 17 80 Broap Srreet, Boston 10 


HAncock 6-3 360 
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Direct Mail is a BIG subject. To 
many people . . . it is a contusing 
subject. The confusion comes about 
mostly because people do not under- 
stand the definitions or the terminol- 
ogies connected with Direct Mail. 

Direct Mail can be made simple. Di- 
rect Mail (contacting by mail) can 
start with a single letter or a single 
postal card. For the purposes of this 
study . . . let us start that way. Let's 
not think of Direct Mail as a mass 
mailing to a thousand or to one million 
persons. Let’s think of Direct Mail as 
a letter or a postal card to one person. 
From that point we can expand our 
thinking into any number of mullti- 
plications. 

Here's the standard definition given 
by the Direct Mail Advertising Asso- 
ciation: 


“Direct Advertising (or Direct 
Mail) is a vehicle for transmitting 
an advertiser's message in per- 
manent written, printed or pro- 
cessed form, by controlled distri- 
bution direct to selected individ- 
uals.” 


Note: That definition is printed on 
a chart issued by the DMAA, itemizing 
all the facts and functions about Direct 
Mail. Anyone studying Direct Mail 
should obtain that chart trom the Asso- 
ciation (address: 17 East 42 Street, 
New York 17, N. Y.). Price $1.00. 

Getting back to the definition: Direct 
Mail is the only form of advertising 
where the advertiser himself, and alone, 
provides or creates the vehicle. In 
other forms of advertising . .. a 
lisher or a radio station provides the 
vehicle for many advertisers’ messages. 
The individual advertiser does not have 
to build lists, or supervise production 
and distribution. In Direct Mail... 
you, and you alone, create the vehicle. 
The vehicle may be your own letter- 
head, your own postal card, or your 
own booklet. You create the vehicle. 
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An Outline for a Short Study Course in Direct 


Mail Adverusing (for groups or individuals) 


HOW TO THINK 
ABOUT DIRECT MAIL 


by Henry Hoke 


You control the message, the editorial 
content, the method of distribution. 
If it is sent by mail... then it is Direct 
Mail. If it is distributed by means 
other than the mail... then it is Direct 
Advertising. 

There are some people in the pro- 
fession who prefer to have the word 
“advertising” dropped entirely. Tech- 
nically, the word “advertising” means 
the mass distribution or the mass publi- 
cation of a sales message. And that is 
exactly what Direct Mail is not. Be- 
cause Direct Mail is a selective means 
of distributing a message. It can be 
one message, or two messages, or a 
half-dozen, or a dozen, or a hundred, 
or a million. In some cases . . . direct 
mail is not even advertising. It may 
be intended solely to influence think- 
ing. 

Understand these definitions and 
you will not be confused. 


The Background 


It may help some of you to know 
just a little about the background of 
Direct Mail . . . but it isn’t too im- 
portant. 

Direct Mail started to grow back 
around 1916, when the Direct Mail 
Advertising Association was first: or- 
ganized. During the 20's the “new 
medium” was boosted and boomed by 
enthusiastic disciples. Sometimes they 
were too enthusiastic. As an indica- 
tion of growth you might like to know 
something about postal revenues .. . 
because the money collected by the 
United States Post Office Department 
reflects, by definitely known ratios, the 
total volume of Direct Mail or selling 
literature. In 1900, for instance, the 
total money collected by the United 
States Post Office Department for the 
entire fiscal year was slightly more than 
$102 million. By 1920 this revenue 
had increased to $437 million. By 1940 
the Post Office was collecting $766 
million a year. In 1950 the total postal 
revenue was $1,676 million. 


Here are other growth figures. In 
1930 the Post Office handled 16's bil- 
lion pieces of first class mail. About 
10°, of that volume could be classified 
as Direct Mail. In 1930 the Post Office 
handled 413 billion pieces of third 
class mail. About 90°. of that volume 
could be classified as Direct Mail. By 
1950 the first class volume of the 
United States Post Office (in number 
of pieces handled) had jumped to 
24'» billion pieces. Third class had 
grown to 101 billion pieces. 

Using a combination of formulas de- 
veloped by this reporter and a special 
committee of the Direct Mail Adver- 
using Association, the annual dollar ex- 
penditures tor Direct Mail Advertising 
in the United States can be estimated 
as follows: (Includes all printing, pro- 
cessing, postage and mailing costs). 

1920 $194,119,024 
1930 338,431,300 
1940) 378,768,215 
1950 918,660,480 


Note: The figures now available 
indicate that 1951 will be the first bil- 
lion dollar year for Direct Mail. And 
that is for advertising sent by mail 
alone. It does not include the Direct 
Advertising (privately printed promo- 
tion) which is distributed by means 
other than the mail . . . such as sales- 
men, messengers, house-to-house dis- 
tribution, Western Union, package in- 
serts, etc. 

That should be enough figures and 
statistics. We are trying to make Di- 
rect Mail simple. Figures in millions 
and billions are confusing. 

From the beginning, let's understand 
one point clearly. I do not know every- 
thing about Direct Mail. No one 
knows everything about anything. The 
only justification for my presumption 
of ability to write an outline for a 
training program in Direct Mail lies 
in the fact that through the past thirty 
years | have been lucky in getting to 
know many of the experts in each of 
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the phases of Direct Mail. I am simply 
giving you the highlights of the ex- 
periences and contacts of the past thirty 
years. 

And in giving you an outline for a 
five-session study program, I am con- 
densing part of the material in my 
300, 000-word, 24-section study course. 
The index for that study course con- 
tains 1369 subject listings. The index 
also lists 483 separate individual and 
company names whose work or case 
histories are mentioned. So... in this 
five-session outline . . . don’t expect 
the full details on every phase. I have 
read most of the books about Direct 
Mail. In the last thirty years I have 
heard or read most of the speeches on 
Direct Mail. The good and the bad. 
I have tried to separate the bunk from 
the truth. I may violate a lot of the 
rules of teaching. I am giving you 
an orderly, logical method of thinking. 
With the emphasis on thinking rather 
than on details. 


Some Important Suggestions 


Before you start studying or review- 
ing Direct Mail, there are a few im- 
portant preliminary suggestions. 

1. Relax. Take it easy. In studying 
Direct Mail, don’t expect to learn every- 
thing in five evenings, or from reading 
one book or two books, or taking one 
course. But you can develop in a very 
short time thinking habits which will 
help you to keep on learning. THERE 
IS NO SUBSTITUTE FOR TIME IN 
AN ADVERTISING CAMPAIGN. 
THERE IS NO SUBSTITUTE FOR 
TIME IN GAINING DIRECT MAIL 
EXPERIENCE. 

Realize that one point... and you 
won't be so inclined to stumble around; 
to be impatient. 

2. During these five sessions in Di- 
rect Mail, I will give you suggestions 
for additional reading, or for a few 
outside experiments. Try to read the 
books recommended. Try to make the 
experiments suggested. 

3. Don't be sophisticated, or pooh- 
pooh the elementary character of some 
of the material I will give you. Too 
many advertising and sales people for- 
get the simple fundamentals. | intend 
to give you a lot of kindergarten stuff 
which many of you knew, but have 
forgotten. 

4. Some of you may not like or un- 
derstand this suggestion. Start doing 
some things you ordinarily don’t like to 
do. Such as: (a) Reading both sides of 
controversial questions. (b) Reading a 
newspaper or magazine you don't like 
in order to find out what other people 
are interested in. (c) Go to the kind of 


shows you don't like, for the same 
reason. (d) Go to churches other than 
your own. Try to understand why 
people like them. (e) Talk to as many 
different kinds of people as possible— 
taxi drivers, elevator operators, waiters, 
clerks, bankers, lawyers, housewives, 
etc. Find out what people are thinking 
about and doing. How they talk; what 


Section (or Session) 1: 


makes them tick. 

That is the most important part of 
any training in advertising, and espe- 
cially Direct Mail. You are dealing 
with people. People as individuals, not 
as a mass. Not always your kind of 
people. But all kinds of people. 

That is enough introduction. You 
can start the first session now. 


What You Should Know 


About People 


I put this subject first . . . because it 
is so often missed. I have seen the 
outlines of a number of college direct 
mail courses which start with “how 
to compile a mailing list.” Or with 
“typographic or production details.” 
How are you going to know what 
kind of lists to build, or what kinds 
ot direct mail to produce, if you don’t 
know people? 

Once upon a time, a young fellow 
came to me wanting to get into 
direct mail work. He wanted to write 
sales letters. I asked him what he 
had sold personally. He hated selling. 
Personal selling. I told him to get 
into other work. Unless you like people 
... like to study them .. . like to trv 
to convince them you won't get 
very far in direct mail. A complete 
study of people would take a year, or 
two years... or all your life. 

All I can do is give you some of the 
important formulas which have helped 
me most during the years. You should 
know these formulas before you write 
another word of copy; before you ever 
compile or buy a mailing list: before 
you order a letterhead or an envelope. 

Glenn Stewart, who edits the PAi- 
losopher, house magazine of the Kala- 
mazoo Vegetable Parchment Company, 
Parchment, Michigan, wrote a power- 
ful short story on the problem of study. 
Read it betore we get into the formulas. 


He Added to His Ignorance 


Our friend had just unearthed a new 
fact about a project he had long been 
working on and was being congratu- 
lated on his success. 

“There is,” he said, “a certain satis- 
faction about it, that I can’t deny. 
Actually, however, ‘the more I learn 
about this thing, the less I know, I 
know. Every time I acquire a new 
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fact, | add to my ignorance. 

“That sounds like a paradox, doesn’t 
it?) Maybe I can explain it this way. 
Let's suppose you determine to know 
all there is to know about a certain 
river. You go to the source, put in 
your canoe, and painstakingly chart 
every bend and twist, every depth and 
current and fish and tributary. Finally 
you emerge from the mouth of the river 
into a sizable lake, and you say to 
yourself, “Now I am_ getting some- 
where. |] know where the river came 
from, | know where it flows, and now 
I know where it ends. When I have 
explored this lake, I will know all 
there is to know about the river.’ 

“Then you explore the lake, and you 
find that it is not a lake at all, but 
merely an arm or bay of a very much 
larger body of water. You doggedly 
set out to unlock the secrets of this 
new area, only once more to find that it, 
too, is merely a segment of something 
very much larger. Eventually you find 
that your little river is part of an ocean 
so immense that you and your tiny 
canoe and the tools and knowledge 
at your command could not possibly 
explore it in a thousand life times. 

“Thus, you have actually proved 
your ignorance, for each reaching out 
tor a new fact expands your knowl- 
edge of how ignorant you are. About 
the best you can then do is to return 
to your river, or to the body into 
which it flowed, and concentrate on it 
more thoroughly. You can at least 
become an expert in that small field 
of knowledge. 

“That is why you will find that most 
people who know as much as anybody 
knows about a given subject are almost 
invariably very humble about their 
knowledge. They have come down 
their rivers and faced their canoes into 
the great waves and winds and bound- 
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less shores of what is still unknown. 
Whatever exultation they have exper- 
ienced at some new discovery is quickly 
quenched by the awe of the unknown 
before them. 

“When you find a person who is ob- 
viously very pleased with himself over 
his achievements, you can know with 
certainty that he and his canoe have 
travelled only a lithe way down their 
river.” 

Now .... let’s start exploring part 
of the fascinating river which leads 
from your idea into the mind of a 
prospect. 


Formula | 


There are two major obstacles (con- 
cerning people) which stand in the 
way of success of any letter or solici- 
tation by mail. 

1. Human inertia 

2. Competition tor the 

attention or money 

At a New York Rotary Club meet- 
ing . . . when I mentioned the first 
obstacle . . . someone called out “How 
do you spell it?” I answered the 
questioner: “Don’t bother to spell. it. 
“an expert,” so 


recipient's 


i am supposed to be 
I sometimes use some high-sounding 
phrases just to show I know how to 
use them. But I'm just kidding. 
Human inertia is just another term 


for plain, ordinary laziness.” 


All people are lazy. The average 
person ts not excited about getting your 
mailing in the first place. Instead 
of reading your letter or direct mail 
piece, he would much rather go golfing, 
or fishing, or nearly anything else. So 
remember that first obstacle in your 
study of people applied to direct mail. 
People are lazy. Your approach to 
them by mail must attempt to jolt them 
out of laziness. You must arouse at 
once their own self interest. 

The second obstacle is obvious. It is 
getting more so every day. Your direct 
mail piece is not just in competition 
with the pieces sent by one of your 
competitors. You are competing tor 
attention in competition with every- 
thing else that is competing for at- 
tention. That more 
severe now than ever before . . . with 
automobiles, radios, television, more 
leisure, etc. Your piece must compete 
for attention with all the other pieces 
in the day's mail; with all other de- 
mands on time. That is why dumb, 
stodgy, and uninteresting letters can- 
not get the attention and action you 
want them to have. You must learn to 
overcome the obstacles of human in- 
ertia and competition. This may sound 
amateurish and kindergartenish . . 
but it is tremendously important. 


competinon 1s 
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Formula 2 


People think they think but very 
few really think. People usually buy 
because of what they fee/ about a prod- 
uct or service or organization, or an 
individual. 

Professors of advertising may not 
like this statement . . . because profes- 
sors have taught that in your advertis- 
ing you must be very factual. Use 
charts, statistics and what not! That 
may be all right in some cases of a 
technical nature . . . but you must 
remember this most important formula 
about people: —“They think they think 
but very few really think.” If you are 
selling insurance or fish; running a 
retail store or building steam hammers, 
you must try to get people to feel like 
doing business with you. 

And when you get their attention 
and their proper feeling toward you, 
people like to get information which 
doesn’t make them think too hard. 
They want it understandable, brief, but 
complete. That is why Sears-Roebuck 
and Montgomery-Ward catalogs have 
been so popular and so successful. 
These catalogs explain briefly and 
clearly. The explanations do not make 
the reader think too hard. 

So in your direct mail work . . . try 
to build up a feeling toward you. A 
favorable feeling. Do it by appealing 
to emotions. Particularly in letters. 


Formula 3 


There are 25 basic reasons why pee- 
ple spend money. { 

The Direct Mail Advertising Asso- 
ciation has publicized these 25 buying 
motives and they are widely ac- 
cepted. 

We'll simply list them here. They 
do not require very much additional 
comment. 


To make money To gratify curiosity 

To save money To protect family 

To save time To be in style 

To avoid effort For beauutul 

For comfort 

For cleanliness To satisfy appetite 

For health To emulate others 

To escape physical pain For safety in buying 

For pratse To avoid criticism 

To be popular To be individual 

To attract To protect reputation 
the opposite sex To take advantage 

To conserve possessions — of opportunities 


Possessions 


For enjoyment To avoid trouble 


In your mail selling work . . . it is 
wise and necessary to try to find the 
basic reasons why people would want 
to deal with you. Then slant your 
appeals toward those one or two or 
more motives. For instance, an 
old established small-community retail 
store might build all of its appeals 
around the one basic reason—“For safe- 


ty in buying.” That feeling could be 
built up over the years. People feel safe 
in buying from this store because they 
know they get good merchandise. 
They are not overcharged. Their wants 
and desires are satisfied. 

In your study of people . . . the kind 
of people who are logical prospects for 
your products or services .. . try te 
find the principal basic appeals which 
will influence them to do business with 
you. 

Formula 4 

There are four basic buying urges 
. . . and you should study how they 
can be applied to your business .. . 
to your letters and other direct mail 
pieces. 

Instead of the 25 basic reasons given 
in Formula 3... . here are four very 
basic urges which Donald Laird, 
Hunter Snead and several other sales 
psychologists think cover most every- 
thing. 

(1) People want personal adequacy. 
People want bigger houses, bigger 
cars, a better education; they will join 
exclusive clubs . . . because they want 
to feel adequate. How does your prod- 
uct or service satisfy that particular 
urge? 

(2) People want to buy or obtain 
romance. Men get office appliances, 
hair tonic, reducing girdles because 
they want to hang onto romance, or 
they want to appear romantic. Women 
buy dresses to look more alluring. They 
even buy oil burncrs to make them 
less tire’ and haggard, and therefore 
more romantic. 

(3) People want to buy the promise 
of longer life. Men give all sorts of ex- 
cuses for taking a trip, for driving 
slower, for stop-running to trains, for 
using sun lamps .. . but the real 
reason is that they want the promise 
of longer life. If you have a product 
or service which satisfies this most 
important urge . . . hit it for all 
it's worth. 

(4) People want to buy masculinity 
(or you might call it vitality). Men 
play golf. They take brisk walks, cold 
showers, drive high-powered cars. 
They bowl. They brag about swim- 
ming a mile. They work in a garden. 
They chop wood, go to prize fights, 
sit in the cold at football games. They 
want to put on the appearance of 
being masculine or filled with vitality. 

Even the women compete with men 
for this appearance of masculinity, 
vitality or well-being. They smoke. 
They go to bars. They play golf, swim 
or wear scanty beach suits. They fly 
planes and go into politics. The psy- 
chologists reveal that the curving to- 
ward masculinity is stronger in wom- 
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200 Successful 
Sales Letters 


Here is a gold mine of sales letter 
idea Two hundred “cream of the 
stop” tested sales letters specially 
ial 


elected trom the Dartnell edi 
files. Reproduced full 8'/2 by |l-inch 


every one of these letters is a 


for sales letter 
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yet order t pen new acc to 
revive inactive accounts, to get leads 
e-leai binder of 
accessful ile etters will more 


than earn its keep on your desk. The 


letter un be adapted easily to al- 


Can You Use Letters Like 
These? 


A Letter Which Brought 31 Per Cent 
Return for Brunswick-Balke-Collander 


Manning. Maxwell & Moore's Sales 
Letter Which Revived 50 Per Cent of 
Lagging Accounts 


A “Telephone” Letter Which Opened 
300 New Accounts 


Announcement Letter Which Pro- 
duced 20 Per Cent Inquiries in First 
Week 

“Greybeard” Letter Which Opened 
$65.000 in New Accounts for Ahrend 
Co. 


Inquiry Reply Letter Which Brought 
Orders from 80 Per Cent of Dealers 


In loose-leaf 
leatherette bind- 
ready for m 


mediate use plus postage 


SENT ON 10 DAYS APPROVAL 
USE THIS ORDER FORM 


The Dartnell Corporation 
4660 Ravenswood Avenue 
Chicago. 40. Illinois 
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en than in men. So watch this basic 
buying urge. Try to apply it to your 
business. 

You could devote the next two or 
three years of your life to studying 
this one division of a complex subject. 
The more you study it, the better your 
direct mail will be. 

Applying Glenn Stewart's river 
story to this Formula 4. . . you could 
investigate some tributaries to the 
river... such as: 


Supplementary to Formula 4 


People want more time and more 
energy. The average person (besides 
desiring more money) wants more 
time tor obtaining (a) adequacy, (b) 
romance, (c) longer life and (d) vi- 
tality. 

So if your appeal to people can show 
this advantage, you are off to a good 
Start, 

People like to be asked for their ad- 
vice. People love to talk. So in your 
selling, or contacts by mail, don’t be 
atraid to use people as your laboratory. 
Use questionnaires or fact-finding 
letters. (Formulas tor these later.) 

People forget easily. Psychologists 
claim that 80°. of what we read or 
hear is forgotten in the first hour. 
That's why you need continuity. Con- 
sistent effort. That's why a beginner 
in selling goods by mail, for example, 
cannot hope to obtain the same_per- 
centage of results as those obtained by 
someone who has been in business for 
a long, long time . . . with an estab- 
lished reputation. 

Kenneth McFarland, formerly super- 
intendent of schools in Topeka, Kan- 
Sas, sometimes uses a powerful theme 
in his speeches. He quotes from 
Exodus 1:8... “Now there arose up 
a new king over Egypt, which knew 
not Joseph.” The whole idea being 
.- you may think you are well-known, 
you may think you are a big shot... 
but new kings arise which know not 
Joseph (you). You are talking to a 
parade rather than to an audience. You 
are talking to a parade of changing 
people who forget easily. During the 
past ten years 13 million old consumers 
have died. More than 17 million mar- 
riages have taken place. Over 30 mil 
lion babies have been born. Today 
63°. of the people do not remember 
World War I. And millions do not 
remember a Republican administration 
in the White House. Static market? 
Don’t kid yourself! 

In dealing with women remember 
that they have some buying peculiari- 
ties. 

1. Women seemingly have a_ sixth 
sense... quality in use. It is harder 
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to fool or kid a woman about quality. 
So don’t try to do it. 

2. Women don’t like to be rushed. 
Their reactions (by a stop watch) are 
usually about 75°. slower than men 
in getting going at a trafic light. (Our 
feminine readers might not like this 
. . « but it seems to be true.) Women 
want to make up their own minds. 
Slowly. So don’t high-pressure. Don’t 
expect as quick results from lists of 
women. 

Remember that in many cases the 
intelligence bracket of the people on 
your prospect list influences the returns. 

Contrary to general belief . . . returns 
from direct mail solicitation increase 
in ratio to the higher intelligence 
bracket of the prospect list. 

Here is something that may help 
you to understand why the study of 
people is so important. Carl Hillman, 
formerly the direct mail manager for 
the Curtis Publishing Company, used 
a simple chart in describing the ideal 
direct’ mail merchandising plan. It 
must be based on an equilateral tri- 
angle, like this. All three sides equally 
important. 


Good Product 


The foundation, of course, is a good 
product (or service), but the other 
sides are important, too. 

Unless you know and understand 
people you cannot build a good list. 
You cannot build a good appeal. Any- 
thing out of kilter on that triangle will 
change your percentage or influence 
the ultimate success or failure of your 
undertaking. 


Formula 5 


There are five important points 
concerning people, which affect or de- 
termine the selection of your appeal 

. or its tone. Elmer Wheeler pub- 
licized these rules in his speeches and 
in one of his books Tested Sentences 
That Sell, published by Prentice-Hall. 
Price $3.75. You can get the whole 
story by reading Elmer's book. I like 
to recommend these rules . . . because 
they make good sense. Other people 
have used the same points, with differ- 
ent headings. 
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Sell the sizzle, not the steak. Or 
it could be called, sell the smell and not 
the rose. A simple explanation: Peo- 
ple are not interested in the bloody 
steak the butcher cuts. The appear- 
ance does not stimulate the appetite. 
But people are influenced by the smell 
of the cooking steak, or the sizzle of 
a hot steak as it passes their table. 
Their appetites are stimulated. So in 
your direct mail, in your letters, try 
to find the sizzle, or the smell, which 
will make people feel like doing busi- 
ness with you. 

2. Don't write, telegraph. That 
does not mean to give up using postage 
stamps. It simply means people are 
lazy and they do not have time for a 
lot of useless wordage. Try to write 
as you would telegraph. But be care- 
ful not to make your copy so short 
it is discourteous or obnoxious. 

3. Watch your bark. As Elmer put 
it... the little dog with a friendly 
wagging tail gets more attention than 
the irritating dog that yaps and bites 
at your heels. The world is full of 
troubles. Everyone is troubled. So be 
kind and considerate. 

4. Don't ask if, ask which. That is, 
in your appeals to people, try to give 
them a simple decision between some- 
thing and something. Not something 
with nothing. Elmer's descriptive story 
always got a laugh. 

He was studying the clerks in a 
drug store . . . trying to discover ways 
and means of helping them sell more 
of whatever they were selling. He 
heard a man come up to the soda 
fountain and ask for a chocolate malted 
milk. The clerk said: “You don't 
want an egg in it, do you?” The de- 
cision was simple. The customer 
could say NO. Elmer taught the 
clerks to handle it differently. When 
a man asked for a chocolate malted 
milk, the clerk would reach into the 
bowl and take an egg in each hand. 
He would juggle the eggs slightly and 
say: “One or two eggs, sir?” The 
customer could not say YES or NO. 
It was necessary to make a decision 
between one or two eggs. It took will 
power to say that he didn’t want any 
egg. Egg sales (in malted milk) in- 
creased tremendously. Elmer claimed 
that 98°. of the men so approached 
said two eggs (when they were ac- 
companied by a lady). The old urge 
for Masculinity! No matter whether 
the Story 1s true or not... try, in your 
approach to people, to find some simple 
appeal where a decision can be made 
between something and something. 
Not something and nothing. 

Say it with flowers. Flatter the 
hero of your letter . . . the fellow who 
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Seven Examples 


of Letter Styling 


Study these specimens for ideas which 
may help to make all your letters look 
They were prepared by Mae 
Strutzenberg who supervises Reporter 
correspondence. 


But be sure you start with a good letter- 
head and a well conditioned typewriter. 
Keep your typewriter clean and the rib- 
bon fresh. Call the repairman when the 
type is out of line. 


of and fer Whe Che and ‘Printed 


) 


porter of 
DIkK MAIL 
RTISING 


tr. Arnold Mates 

Transport omy 

Bast President Street 
Sew York 


ur secretary, Mr. protably learned tois style of 
letter typegrenn a if she didn’t hear ebout dear- 
lees letters, like our above. 


Pleasing appearance is gained by careful arrangement of 
|argins, by nest typing and eccurste spelling 


But @ pleasing appearance alone will not put your letter 
ecrees. If you « ‘ing to induce your recipient te do eame- 
thing ... the simplest forms for letter construction. 
Tt ie ~ Picture, Promise, Prove, Push. 


In the firet paragraph or part, give « word picture of 
what your product or service or offer will do for recipient. Sext 
on) how you can fulfill thet picture. 


ection you want. 
Tecipient exactly he should do and how. 


Of course, short letters are desirable because people are 
lesy. Set if your interesting, it as 
eesary to cower the subject. 


With long letters, it sometines pays to sake first page 
appear brief by using wider margins and fewer lines. Second page 
can be more o 


Never ond first page with the end of © paragraph. Alsays 
jump to cert page «t enc of an incompleted sentence, eo that 
reader is carried over to the next page in order to see what it 
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MAIL 


EAST STREET ONE W YORK 17,N VAnderbillé-O888 


Merch 10 1950 


Ur. Ray 
‘The Ray Oreond Company, Inc. 
1000 Parkway 

Rosedale, Vermont 


Tite form, Ur. Orecadt, 


of typing « 1 0 the style most frequently used here 
at The Reporter an be used for long or short letters. 


he first ning sentence can be used 


Stowe, 


This fore ie goot 
Provites « change o 
matter how short 
should be courtecus and neatly typed. 


courtesy ani hoteety of expression 
are appreciated by sll. 


Sincerely 


enry le 


it oecensary te 
letter. One of acknowledguent 


different. All letters are typed, or 
should be typed, so they are easy to read and attractive to 
the eve * person receiving it should know where it 
starts and ends. 


f the letter should be given careful 


Revemter, 
reater. 


£ your letter is ite introduction to the 


In your cloming paragraph, do not use those hoping, wishing or re- 
eretting poreses. If you want to hear from the aan agein, 
simply ask hin to let you hear from his. A direct request 
for an answer is more likely to get the re you want. 


Henry R.4oke,Jr/le 


REPORTER'S NOTE: 
letters enlarged to standard 8'/," x 11” 


If you want to use this styling in your office . . . ask your photostater to give you the seven 
Give photostats to your typists . . . indicating style or styles you prefer. Have 
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: Most business letters are arranged this say witn first 
Line of each paragraph indented five to ten spaces. There 
4 really ien't any reason for adhering to this fora, other than it 
4 ie customary. Other pleasing and acceptable styles are explained 
“a in accompanying illustrations 
bg 
iz 
— 
dig 
March 10 1950 
cay as the salutat uetead of the usual Dear or My dear ur. 
ret f course, the good old fashioned virtues have no 
substitute in cleverness or wit. But, by changing your 
style of letter, you « certain sperkle ehich ettrects 
at tent ion, 
thane 
4 
The margins on each side 
4 attention. An otherwise fine letter can be spoiled by 
eragraphs that are too long appear hard to reed. A good 
Sin’ rule for long letters is to use short peragrephe. Margins 
4 Te PRR that are too high and too wide on the sheet are not pleasing 
> to the eye. 
Pol 
“a 
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Ur. Robert Saith 
Toad 
500 Pacific Drive 

Seattle 7, Washington 


Dear Mr. Smith, 


‘The most customry style of letter construction is the indented 


firet line of each paragraph, as we explained in first tllustre- 
tion. 


Next most customry style is blocked paragraphs. That is, all 
Lines flush st left wt entire letter. 


use it 


correspondent 
for holding sttentior 


No matter whet style used, your letter should be pert of « 

ing picture t with the letterhead. Don't place short 
Short paragraphs are aleays 

reading. 


Long lines disc 


The sw 
atten 
or fe 


cessful letter writer and his secretary pay 
om to all those little details. The success 
ure of « letter often depends on ite appearance. 


@ and personal prefer- 
Don't get in « rut. 


Letter ts siaply « mtter of od ta 
hard and fast rules. 


let terneads 

particularly, 

mance by simp 
There ore 


Tt often pays to change p 


ange apoes 
changi ink with same design. 
devices for making your letters more attractive. 


L SyHuteente 
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Ur. Andrew H. Whitehall 


Seltioore Meryland 


style. 


salutation or close. 
eliainted 
This fore is growi 


ne. 
part of typists. But it 
other styles of *dearle 


letter with » lot of 


comversation 


Henry Hoke als 


place of 


Concerning Simplified Letters 


All lines flush at left . wentary 
Subject of letter appears in place of 
usual selutation. Letters tri 


No matter what style you use ... 
use. 
“Trusting to have the favor of « reply, I an e 


sings are outmoded. 


Always, always, always .. 


signatures are undecipnerat 


PORTE 


\ 


‘The Netional Office Management Association, severe] years ego, 
Passed resolution endorsing 
This is an exemple of it. 


the use of simplified letter 


+ @ven the date. Wo compli 


ef ... with all useless words 


Tt saves tremendous amount of time on 
is @ little bit cold and many prefer 
es” forms shown on this page. 


don't ruin an otherwise good 
phreses in closing, euch es: 


fad your letter as you would « 


yped either at 


Many 


we your nam ty 
dictator's initials. 
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Street, Hew Tork 17, 


of 


ssage is typed on left side 
line, in triplicate. 


Original and one copy are sent to 


answers te letter 
right side of w 
keeps or) ginal in 


As answer is received, it 
te filed and the copy filed orig!- 
sally is torn up. 


Heary Hoke/als 
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Roberts 


This is fore, Ur. 


wert 
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bed habit te 


interest-getting parag 
written ones are 


MStrutsenderg/ls 


I7 EAST 42nd STREET NEW YORK 


There is sufficient ent 
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terts, 


mich emphasizes the hanging paragraph. 
We use it here for short letters. 


te space throughout the letter to en- 


nd we like to 


page, talking about some- 
uld be boiled dam to 
about three or four paragraphs. 


Ten't that truth? 


Pus inéss 


raph. 


all typists read copy .. . for hints contained in it. 
many copi 
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Then watch 


appearance of your letters improve. 
% as you need for your own use. 


Feel free to reproduce as 


Whitehall Company, Inc. 
12 South 12th Street 
peragrapn. 
Bring out the taportanst point in your indented pare- 
answer the main question asked by ie : 
| order people use this device al 7 
= 
but ke e Editor 
The Repefter 
We 
Pe 
q ture or in | 
‘ 
J 4 
7 42 Stovet Now lferk Merray Hall 2 44 
Merch 10 1950 Tour Answer ~ 
ir. Keary Thompson 
| 
Tt worked out by Ted Keufuan of 
keep our letters just as short as pos- “ 
sible. Te know from some of the letters 
person eddressed. ixtre oy which reach us here thet « greet deal of 
Siles. label to tinged time and effort is spent in dictating 
on top of letter end reads, *If and typing needless words and phrases. ea 
your answer is short, shy dictate 8 
Sith your Teo or shortened and still tell complete story. 
Remember, it takes « really good letter 
end writer to dictate short statement of 
facts and still give complete informe- 
tion. 
Saves space, time and effort. From ; 
all reporte, it's working out very 
satisfactorily. Most people Like 
the all-sround saving. =, 
— 
P.S. 
a Little P.S. paragraphs are eye bs 
catchers ioe for final punch 
line or to tie-in again with first 
too. 
le 
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J 
ou! —and anyone who wastes that 


much paper and loses that 
much time getting the first good copy from 
their offset duplicating machine, certainly 
can afford three minutes to learn about 
CoutHo master plates 


Courtno plates are fast! They give good 
copies from the first impression— and no in- 
termediate processing is necessary before you 

rint. That's paper, time and money saved 
Fost switching to CourrHo plates makes an 
almost unbelievable improvement in your 
offset duplicating 


The preparation of Courtno plates calls 
for no special skill or training. Anyone can 
do ut just type, draw, or write. And an 
error doesn't mean a wasted plate. Not with 
Courtno! Erasures and deletions can be made, 
or additional copy inserted at any time 


190-10 Herh Hill Road, Glen Ceve, L. L, 
Please send me samples of COLITHO MASTERS CM-1) l 


& Cannon Mere. Co., 


Courrno plates more than repay their 
low, low cost. They're rugged—— give many 
more impressions — and withstand a lot of 
handling even folding. Mail them lke 

a letter and they will sull turn out 
beautiful copes. File your Courno 
plates after printing They'll be good 

for future re-runs when you need them. 


how much Courtno plates will improve 
your offset printing. So why not find out 
a at our expense. Use the handy 
eo) coupon to get your free samples of 


plates. 
4 


COLT MBIA RIBBON & CARBON MEG. OO. Tne 
Main Office & Factor) 

190-4 Herb Hill Koad, Glen Cove, LL, New York 

ork and Export: S864 West 40th Street 

Branch (Othe snd Distributors in principal cities 

Consult your local Telephone Classified Directory 


OFFSET MASTER PLATES 


Colitho plates and supplies make any 
offset duplicator a better duplicator 


Title 


Caty Zone State 
Make of Dupi _ Model 
Clamp Style__ 


You'll never know ‘til you try ‘em, jus! 


receives it . not only in words but 
in appearance. John Howie Wright 
(my old bess), who formerly pub- 
lished Postage and The Mailbag, used 
to sav: “The most important person in 
the world to me is me. The most im- 
portant person in the world to you is 
you.” Showing why it is important 
to flatter the people you are appealing 
to by mail. And you can flatter them 
by making your appearance appropriate 
by showing care in preparation. 

Tue Reporter, tor years, has been 
urging its readers to pay strict atten- 
tion to the appearance of their letters. 
Make every letter a picture. Arrange 
the typewritten copy on the sheet ot 
paper so that the letter and the letter 
head are in complete harmony. It’s 
the same principle you used when you 
courted your girl friend. You took 
care that your hair was cut nicely. Your 
suit was pressed. Your hands were 
clean . .. you made a good appearance. 
You took her candy and flowers. You 
can use the same principle in’ your 
direct mail work. You can flatter the 
other person by showing him that you 


your appearance wi 


take care ot ren you 


approach him. 

\ number ot years ago, Tue Rt 
PorTER published a series of seven let 
ter styles showing how you can 


} 


change the appearance of your letters 


. and make them look neat. I have 
republished those letters in this outline 
gain how you can 


>> 22 


“sav it with flowers.” ( Page s--95 


to emphasize a 


Formula 6 


What people wont do Here are 
six points which were given by Ken 
neth Goode in his great book, Hou to 
Turn People Into Gold. That book 1s 
worth reading during your study of 
people. Understand it ts out of print, 
but it usually can be found in most 


public libraries. 


Negative Reactions of People 


1. Won't look tar beyond own. selt- 
interest. 

2. Resent change and dislike newness. 

3. Forget) past and remember inac 
curately. 

4. Won't tight for things when they 
can find something to fight agarnst. 

5. Dare not ditler from crowd unless 
certain difference will be recognized 
as superior. 

6. Won't act even in important mat- 


ters unless properly tollowed up. 
No further comment needed. 


Formula 7 


What people azil do. Kenneth Goode 
also listed eight points which show the 
positive reactions of people. They, 
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“idea paper 
for 


your every 
direct mail 
use! 


Thoughts flow more freely when 

you start with Appleton Coated 
colorful “idea papers.” Stop in at 
Booth R at the D.M.A.A. Convention 
and see the fresh direct mail pieces 
we've collected. 

If you aren't able to attend the con- 
vention, we'll gladly send you an ~ 
“idea kit’... . just tell us the type 
of mailings you are planning. 


THE APPLETON 
COATED PAPER CO. 


APPLETON, WISCONSIN 


DUPLEK 

lg, 
CHR ER 
in 


| 
1 fe ad paper youll, ad 


offices count / 


COCKLETONE BOND 


Men who take true pride in the efficieney of their busi- 


ness organization are particular about the letterhead 
paper that represents them. Today more and more such 
executives find in Cockletone Bond all the qualities 
they have wanted... clear whiteness, lively crackle, 
the “heavy” quality feel. We invite you to examine 
Coekletone Bond and consider appointing it vour busi- 
Hess representative, 
You can obtain business printing on Hammermill paper 
wherever you see this shield on a print shop window. —_ 
Let it be your assurance of quolity printing. 


SEND THIS COUPON NOW for the 1951 ( ockictone Bond 
Packet of Impressive Letterheads, Well include a 


sample book of Cockletone Bond. There's no obligation. 


Hammermill Paper Company, 1621 East Lake Road, Erie 6, Pa. 


Please attach to. of write on. vour business letterhead 


too, are worth studying. 
Positive Reactions of People 

1. Will follow a habit until it hurts. 

2. Accept beliefs ready made, and stick 
to them until the cows come home. 

3. Follow leaders blindly, eyes shut, 
mouth open, and stand by friends 
even when faults are known. 

4. Yield to suggestion when flattered. 

5. Work hard to establish superiority 
in eye of equals. 

6. Find greatest interest in own emo- 
tional kicks. 

7. Love low prices and dislike economy. 

8. Glorify the past and discount the 
future. 
These points, also, need no comment. 
But they deserve further study. 


Methods of Further Study 


I could possibly give you other for- 
mulas which might prove helpful in 
your study of people. But the seven 
points covered so far should prove 
helpful . . . and I am trying to make 
this brief. 

Here are some other things you can 
do: 

1. I suggested in the beginning of 
this section how you should go out and 
mix with people. Keep on doing it. 
Mix with people to find out what they 
are thinking and what they are doing, 
and how they react to suggestions. 
That will help you more than anything 
else you can do. 

2. Here is an experiment: I would 
like you all to try it. In your office, 
or in your home, try writing six or ten 
or twelve completely unnecessary let- 
ters. Select as recipients . . . people 
who are not accustomed to getting 
letters of praise or commendation. 
Don't take politicians or movie stars. 
For instance, write to the chief of 
police about the courtesy or the help- 
fulness of some cop on your beat. Write 
to the management of a restaurant 
about the outstanding services of some 
waitress or bus boy. Write to the 
merchandising manager of a depart- 
ment store about the skillfulness or 
courtesy of some clerk. Don’t lay it 
on too thick. Have the letters sincere. 
Really mean what you say. 

You'll get a kick out of the results. 
You'll be surprised to find out how 
unnecessary or unexpected letters are 
received. I have seen some remarkable 
results from such letters. Unexpected 
results. Such letters have changed the 
course of lives. But don’t expect sur- 
prising results. Just try to learn the 
value of letters. You never can tell 
how far-reaching a good letter may be. 
Find out, too, how kindness pays a 
reward . . . in contentment. 
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Start analyzing your own business 

terms of this very brief outline 

ot people. See how these seven for 

mulas about people apply to your prod 

uct or service, or whatever it is you 


Whether 


Catalog in 


are trving to sell. deas or 


products. some written 
torm the things or ideas about people 
which may have an effect on your busi 
ness, or on your use of direct mail. 

4+. Trv to read ot the books 


in your study of 


some 


which will help you 


people . because you are trying to do 
just two things: 
a. Find out what people like 
| 


do more of it 


b. Find out what people don’t like 


. do less of it. 
Recommended Reading 


1. How to Turn People 
by Kenneth Goode 
published 


Into Gold 
It was orig nally 
by Harper's but is now out 
of print. It is in most public libraries. 
We understand a few copies are avail 
Kroch’s Bookstores, Inc.. 206 


Michigan Avenue, Chicago 1, 


able at 
North 
Illinois. 

2. What Makes People Buy 
ld Laird An excellent book. Pub 
lished by McGraw-Hill. Price $3.50 

3. How to Win a Sales 
by Borden & Busse. An 
people and their reactions. 
by Harper's. Price $1. 

4. Jack Carr's book Cordiall 
is worth 


by Don 


irgument 
analysis of 
Published 


Your 


reading because the letters 


in it give an insight into the reaction 


ot people. Jack's analysis of the public 


is a classic and is worth reprinting here. 
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SEND 
FOR YOUR 
FREE CoPY 


@ AT LAST! A complete, non-technical 
explanation of the new method by which 
thousands of business organizations and 
government departments are making truly 
great savings in their printing costs. Every 
executive should have a copy. He will 
learn how to double the printing output on 
an un-increased budget! 


TYPE COMPOSING IS NOW AN OFFICE JOB 
The DS] Vari-Typer is frequently called 
Cold-Type in trade circles to differentiate 
it from the ordinary printer’s method of 
casting type from molten metal. The DSJ 
is operated in typewriter fashion producing 
attractive galleys or paragraphs of type 
matter...all set for the final reproduction 
layout...with squared margins and correct 

line spacings. All in your own office! 
Body copy for this 


composed on 
the DSJ Vari-Typer 


Ralph C. Coxhead Corp. 
Dept. E, 720 Frelinghuysen Ave., 
Newark 5, N. J. 

Please send me a copy of “Cold Type.’ 
Name 

Company 

Street 

City Zone 


State 


with true 
print-style 
faces! 


Instantly Changeable Type 


The DS] Vari-Typer offers a 
wide choice of many different 
styles and sizes...from 6 pt. to 
12 pt...al/ in one machine. There 
are Bodoni, Garamond and Book- 
man styles.....with italics to 
match! There are Gothic styles 
in light, medium and bold...and 
even foreign languages, too! 
Switch types with the same sim- 
plicity and speed as changing 
blades in a modern safety razor. 


VARI-TYPER QUICKLY PAYS 
FOR ITSELF OUT OF SAVINGS 

The DSJ Vari-Typer will serve 
your every printing need.../rom an 
office form to a catalog. Savings 
quickly pay for the machine and 
continue to return fat dividends. 
One nationally known organiza- 
tion reports a total savings of 
$8,600. 35 ona single catalog job. 
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SAVE TIME 
AND MONEY! 
TIE BUNDLES 

AND PACKAGES 
THE EASY WAY 
WITH THE FAMOUS 

SAXMAYER 

NO. 6 TYING 
MACHINE! 


Latest addition to the SAXMAYER 
line is this highly efficient general 
purpose machine especially suited 
for tying such things as mail in 
direct mail departments. Using 
either twine or tape. it ties all 
shapes and sizes of packages up 
to 6 inches high. Attractively 
finished in enamel with white 
porcelain top. Legs furnished at 
slight additional cost. 

Whatever your tying problem 
there's a SAXMAYER to meet 
your requirements. Write for il- 
lustrated folder describing 20 
standard SAXMAYER Models 
serving over 100 different in- 
dustries. 


DEPT. A 


NATIONAL 


BUNDLE TYER COMPANY 
Blissfield, 
Michigan 
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bands, new hotels, new apartments, new 
drinks, new crazes and new cults That's 
the buying publi whose attention our ad 
vertising secks to attract Whose interest 
our advertising tres to arouse Is it any 
wonder that the competition for attention 1s 
keener than the competiton for business? 

5. This may seem a peculiar sugges 
tion... but IT recommend a reading 
(it not a complete study) of The Roth 
Memory Course. It is published by 
the Ralston Society Publishing Com 
pany of Cleveland, Ohio. Price $3. | 
won't attempt to give all the reasons 
why every advertising copywriter 
should know something about the Rorh 
Memory Course. You will have to dig 
the reasons out of the book. If you 
don’t want to become a memory ex- 
pert... it still helps to know some- 
thing about the principles of memory 
training. Because all memory courses 
are based on the association of ideas 
and the ability to pigeonhole things to 


Section ‘or Session) 2: 


What You Should Know About Think- 


be remembered into definitely pictured 
or associated spots. Such training is 
particularly important in direct mail 
work . . . because there are so many 
things to be remembered. So many 
things to be associated with something 
else. 


his concludes our suggested mater 
ial tor your first study clinic in direct 
mail advertising. The seven basic for 
mulas about people should help in your 
future work. You should understand 
these seven basic formulas before you 
tackle the other formulas in the sec 
tions to follow. 


You will never completely finish 
your study of people. It is a long 
“river.” But try to understand people. 
Trv to be sympathetic and tolerant in 
vour thinking about people. 


ing, and Planning Before You Write 


Too many people working in direct 
mail become pencil pushers. A prob 
lem is put betore them and they im 
mediately start to write. They think 
writing is everything 

Some of the old-timers in the busi 
ness, with lots of experience and know- 
how behind them,ido not need much 


~preliminary thinking planning. 


They know people from long exper 
ience. They know all of the direct 
mail formats. They subconsciously 
know what has a chance of working 
and what might fail. 


But very few of us can do a real 
goo! job on any case without prelimi- 
nary thinking and planning. 

In this section, I will give you eight 
tormulas which “ ll be valuable to 


you in your thinking just as they 


have been valuable to me through the 
vears. 


Formula 1 


There are six basic functions which 
mail appeals can pertorm. You should 
know, and understand the difference 


between, those basic tunctions before 


you attempt any direct mail job. 

The Direct Mail Advertising Asso 
ciation has publicized the 49 Ways to 
use direct mail. You can get the list 
by obtaining the chart (mentioned in 
Section One) trom the DMAA at 17 
East 42 Street, New York 17, N. Y. 
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But rather than attempt to memorize 
the 49 ways to use direct mail, it is 
much simpler to understand the six 
basic tunctions which I think were 
originally developed by Leonard Ray 
mond of Boston. This is where so 
many book writers and direct mail 
lecturers go off base. They write or 
talk about direct mail trom their own 
personal experiences. They tail to real 
ize they are talking about just one or 
two of the basic tunctions and not 
about all the functions of direct mail. 
So understand these six basic functions. 
We will give vou a short description 
ol each. 


Function | 


To create more effective personal 
sales contacts. This has two divisions 
within itself. It means first creating 
a direct opportunity tor salesmen to 
call by getting inquiries or leads for 
personal follow-up. It also means 
paving the way for salesmen.  Lessen 
ing resistance, arousing interest, edu 
cating and intorming, preceding in 
tended sales calls but without trving 
to get any direct expressions of in- 
terest from the prospect back through 
the marl. 


Function 2 


To bring the prospect to you. This 
applies in most cases to the retail field 
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BULMER * THE ILLUSTRIOUS TYPE 


With just a little lilt of the eyebrow and a tiny tlt of the serif, 


No. 7 OF A SERIES Types shown are 
ATF Bulmer Roman and Italic: Bank Gothic 
Bold and Light 


Bulmer conveys something of the eminent dignity of the late 
1700’s. Yet it appears warm and friendly, old but modern, 
and altogether its character is one of grace, good color and 
easy readability. Bulmer was created to meet an early demand 
for sharper. cleaner letters, and you can retain the designer's 
every charming detail by printing ATF foundry Bulmer. 
Compatible with a score of other faces. In roman and italic, 


6 to 48 point, right off your Branch’s shelves. There’s a type 


face for everybody, and Bulmer is for you. Print foundry type! 


Branches in Principal Cities \ 8?) AMERICAN TYPE FOUNDERS 
200 Elmora Avenue, Elizabeth B, New Jersey 
* VISIT ATF BOOTH M AT MILWAUKEE CONVENTION * 


‘ - 4 . 
HHERE’S A TYPE FACE FOR EVERYBODY 
— 
e 


You can seal them “quick as a 
wink” without moisture! 


Just press the two gum strips 
together and presto — it’s sealed. 


Save Time and Money 


let an ENVELOPE SPECIALIST 
show you HOW... 


SPFEDT=SEAL is available in a 
wide variety of sizes and styles. 
Send for details and samples. 


CURTIS 1000 INC. 


Plants at 

380 Capito! Ave 1000 University Ave 2630 Poyne Ave 355 Morietto St, NW. 3206 Polk Ave. 
HARTFORD, CONN. ST. PAUL, MINN. CLEVELAND, O. ATLANTA, GA. HOUSTON, TEX. 
Sales Offices in Principal Cities 


automatic 
electric stapling 


It staples instantaneously . . . 
and you say how fast! There’s no set speed, no time lag. 


No motor . . . No hand or foot controls. Standard type staples are reloaded from 
the front in a matter of seconds . . . without removing a single part. Portable. 
Rugged. Weighs 12 1-2 Pounds. Several thousand STAPLEX machines are cut- 
ting stapling time, effort and costs from coast to coast. Write for illustrated 
Bulletin BC. 

STAPLEX COMPANY 68-72 Jay Street, Brooklyn 1, New York 


fasten it the modern Stoplex way 


and to service businesses like banks, 


which do not have sales forces. Excep- 


tion would be a manufacturer who 


wanted to bring prospective customers 
to visit a new factory, office, special dis- 
play or regional meeting. Other ex- 
ceptions . . . obtaining selected classes 
of employees. When help became so 
hard to get during the war period, di- 
rect advertising was used to uncover 
technicians and other specialized em- 
ployees and to bring them in for 
interviews. 


Function 3 


To deliver back ground, sales or pub- 
lic relations messages to customers, 
prospects, employees or other special 
groups. This covers any prestige, re- 
minder or good will advertising, em- 
ployee relations, stockholder relations, 
general public relations, anything to 
influence selective groups along certain 
lines of thought or action, but without 
direct response being sought by mail or 
without any direct personal follow-up 
intended. 


Function 4 


To take actual orders through the 
mail. This is known as direct mail 
selling (or mail order selling), where 
every step in the sales process, from the 
initial contact to the final sale is done 
exclusively by mail. This applies to 
publications, business, investment and 
news services, as well as to selling 
merchandise by mail. It also applies to 
raising funds by charitable organiza- 
tions. It would also apply to the alum- 
ni field, where alumni secretaries try 
to sell subscriptions to the alumni 
publication, or where funds for college 
work are solicited from the alumni. 


Function 5 


To secure action from the prospect 
by mail. This covers any promotion 
intended to secure response or action 
by mail, but not designed to secure 
an order or result in a personal contact 
between the prospect and the adver- 
tiser. Examples of this would be. . . 
getting entries to a contest, securing 
request for general informative litera- 
ture. 


Function 6 


To carry on research and market 
surveys. This includes every phase of 
research, investigation and fact-finding 
by mail . . . with many interesting 
angles and specialized techniques. 

You cannot do intelligent thinking 
or planning until you thoroughly un- 
derstand all the ramifications of those 
six basic functions. You must know 
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WHY you are using direct mail and 
for what purpose. 

So many people become involved in 
arguments over direct mail. The ar- 
guments arise because the people who 
are arguing don’t know what they are 
talking about. For instance .. . some 
people argue that the average percent- 
age of returns from direct mail runs 
from two to three per cent. 

What kind of direct mail are they 
talking about? If it is Function 4 
... trying to get actual orders through 
the mail . . . they may be right. Per- 
centages may run trom one to six per 
cent. But if they are talking about 
Function 2 . . . to bring the prospect 
to you... . we could show percentages 
running more than fifty per cent. If 
you are talking about Function 5... 
to secure action, such as inquiries, by 
mail . . . percentages might run from 
ten per cent to as high as fifty per cent. 
The same is true of Function 6... 
although we have had cases as high as 
ninety-three per cent. 


So in analyzing direct mail, or in 
studying direct mail, don’t let yourself 
get into any silly arguments over the 
readership of direct mail. Readership 
can be based on the percentage of re- 
plies you get from the particular type 
of direct mail you use. But your actual 
readership may be much larger than 
the actual number of replies you re- 
ceive from any one mailing. That 
extra, but silent, readership may in- 
fluence results from next mailing. In 
Function 3, for example, you may not 
get any direct replies to any particular 
mailing but the long pull over 
the years will indicate the success or 
failure of your readership effort. 


Formula 2 


There are four separate types of mail 
appeal. Informative, persuasive, re- 
minder, utility. 

Here, also, is where so many writers 
of books go haywire. By not under- 
standing this simple analysis, speakers 
and writers on direct mail give many 
false impressions. 

So if you get nothing else from this 
outline of study... put these divisions 
in your mind and never forget them. 

Informative direct mail is just what 
its name implies. You simply want to 
give information. The letter you write, 
or the piece of direct mail you create, 
may not be intended to get an im- 
mediate order. Included in informative 
direct mail would be such formats as: 
Letters; Catalogs; Price lists; Sales man- 
uals; Instruction books; Counter, store 
and window displays; House organs; 
Package enclosures; Package labels and 
stickers; Invitations; Programs; Stream- 
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THERE'S MANY A SLIP 


... BUT NOT WHEN 
YOU USE THE INSERTING 
AND MAILING MACHINE... 


When mail enclosures are inserted by hand 
important enclosures may be left out or duplicates 
may be inserted . . . But not when you use the INSERTING 
AND MAILING MACHINE! Here at last is a machine that 
cannot make an undetected error. Every piece of valuable mail 
intended to be in the envelope is sure to be enclosed. Every 
individual on your mailing list gets the correct number of 
enclosures every time ... and every postage stamp carries the 
complete sales load. The country’s top firms are now using the 
INSERTING AND MAILING MACHINE to insure accuracy 
and speed up mailing operations. Let us tell you how the 
INSERTING AND MAILING MACHINE will help you. 
Write today for 

full details. 
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INSERTING & MAILING 
MACHINE COMPANY 
PHILLIPSBURG, NEW JERSEY 
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Bald Barbers Don’t 


Sell Much Hair Tonic 


for himself. 


' repetition is reputation. 


ers, pennants and banners; Survey, re- 
search, informative bulletins and forms; 
Posters; Charts. 

Persuasive direct mail is the type of 
appeal which tries to persuade the 
reader to do something immediately 

such as send an order or an in- 
quiry card. Within this type of di- 
rect mail . . . you find all the so-called 
mail order appeals. 

Too many books about direct mail 
are focused on this one type of direct 
mail. Too many people, reading such 
books or hearing all the publicity about 
persuasive direct mail, get the idea they 
want to get in the mail order business. 
The real truth is there is no such thing 
as “a mail order business.” Mail order, 
or the persuasive type of direct mail, 
is simply a method of doing business. 
It’s a method of merchandising. And 
nothing else. People write to me and 
ask me to suggest a product which 
they can sell by mail order. They say 
they want to go into the mail order 
business. If I knew a good product, 
a sure-tire thing, I'd be selling it my- 
self. 

Among the formats possible in per 
suasive direct mail are: Personal or 
automatic letters; Processed or printed 
letters; Illustrated letters; Folders: 
Booklets; Postal cards; Mailing cards: 
Broadsides; Brochures; Giant letters: 
Miniature newspapers; Die-cut action 
pieces; Blow-ups; Premiums; Coupons; 
Business reply action forms. 

Reminder direct mail is just: what 
its name implies. It’s the kind of di 
rect mail Jack Carr talks about in his 
Book Cordially Yours. 1 have heard 
“advertising experts” proclaim that re 
minder advertising falls flat on its face 
in direct mail work. Yet businesses 
have been built entirely by the re- 
minder type. For instance: insurance 
brokers and real estate agents have used 
blotters or calendars as their only form 
of advertising; many small retail stores 
have “sold” over a period of years the 
personality of the store rather than bar- 
gains in merchandise . . . by simple 
postal cards. 

Among the formats possible in re- 
minder direct mail are: Letters; Cal- 
endars; Blotters; Printed novelties; Re- 
prints; Memorandums: Notebooks, 
diaries and pads. 

Unlity direct mail may be just as 
important as all the other types . . . in 
vour particular job. These are the work 
horses of contacting by mail. The 
pieces which have the purely utili- 
tarian purpose as differentiated from 
informative, persuasive or reminder. 

Among the formats possible are: Let- 
terheads, Envelopes, Business cards, 
Business reply cards and envelopes, 
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Labels, Printed packages and cartons, 
Tickets, Order blanks. 


In your work, whatever it is, find 
out what your real purpose is, and 
then use the format and style of appeal 
which applies best for that purpose. 
Don't let the experts confuse you. One 
expert may tell you that a two-page 
letter will outpull a one-page letter 

but what is the expert talking 
about? Does he mean persuasive di 
rect mail, or reminder direct mail? 
Another expert will tell you that one 
particular format is “the best” you can 
possibly use. The expert is probably 
trying to sell you that particular format 
because he manulactures tt and can 
make a profit on it. But is that par 
ticular format the best for you in the 
type of direct mail you are using and 
tor the particular basic function which 
applies to your case and your case 
alone? That's the reason Formula 
» nportant. 


Is § 


Your style of copy depends entirely 
on the type of appeal you want to 


make. 


Formula 3 


How to make a fact analysis of your 
business. 

This is one of the most important 
things you can possibly learn about 
direct mail. It is the one thing so often 
neglected by the pencil pushers. It is 
practically impossible to write direct 
mail copy without a fact analysis 
unless you have been in a particular 
business for long years and know all 
the tacts through intimate contact with 
them. 


. and T can only 
highlight the process for you briefly. 


It's a long story 


There are seven steps in a fact anal 
ysis. Betore you tackle any direct mail 
job, you should write down on separate 
sheets of paper the following informa- 
tion. 

l. The company. List every perti 
nent fact about it. Its history. Its 
management. Its reputation. Its stand 
ing in the community or the nation. 

2. The product or service. Define 
the product or service. Get all the 
definitions you can get from diction 
aries, etc. Get all historical back- 
ground. How the product originated. 
How it was developed. Make a com- 
plete catalog of everything pertaining 
to the product or service. 

3. The market. Here your know! 
edge of people will help. But vou 
should catalog all the possible uses of 
the product or service. All the kinds 
of people, starting with the most im- 
portant (in terms of use) and winding 
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today’s mail f/x tomorrow's sales 
MILWAUKEE market 


the “Best of Industry” direct mail campaigns 
at the 34th Annual Conference of the Direct 
Mail Advertising Association, October 17-19, 


Schroeder Hotel, Milwaukee. 


The eight leading creators and producers of direct 
mail listed below will welcome an opportunity to 
place their talented personnel and complete, modern 
facilities at your disposal next time you have direct 
mail in mind. 

Each of these leaders has a long and successful 
record of experience and accomplish t. Each 
is capable of producing and mailing entire cam- 
paigns—from plan to prospect—with highly reward- 
ing results for regional and national advertisers. 
Accurate mailing lists in every category are avail- 
able from any of these direct mail specialists, en- 
abling you to reach the cream of your market from 
coast to coast, bombard boxholders, or pin-point 
prospects. 


MILWAUKEE'S LEADING 


Aero Mail-Vertisers 
530 N. Water Street 


Duffy & Fabry, Inc. 
918 N. Fourth Street 


Joe Ott, Inc. .- 
422 N. Water Street 


CREATORS AND PRODUCERS OF DIRECT MAIL 
The Carr Organization 
1319 N. Third Street 


House of Murray, Inc. 
642 N. Fifth Street 


Milwaukee is an ideal test market for direct mail 
appeals because its diversified population repre- 
sents a cross-section of all America. It is widely 
recognized as the heart of “America’s Dairyland” — 
“The Machine Shop of the Nation”—’’The Brewing 
Capitol of the World.” It has outstanding churches, 
schools, universities and institutions. It is “tops” 
in graphic arts. It is an inland seaport. a rail and 
trucking center and has one of the country’s finest 
airports. Its people are both progressive and con- 
servative, represent a wide range of races, creeds, 
and nationalities. 


So, for complete campaigns of “Best of Industry” 
calibre, or for fast, accurate production in an ideai 
test market, call or write 


Trayton H. Davis, Inc. 
1039 N. Jackson Street 


Jack's Letter Service, Inc. 
135 W. Wells Street 


Schellin, Inc. 
814 N. Milwaukee Sireet 
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We'll be seeing you at the DMAA 
convention in Milwaukee, October 
17th, 18th and 19th. 

Drop in at the Cupples-Hesse corral-- 
booth “Y” that is--and get an evetul 


of a group of g envelop 
that have roped increased returns for 
some of the nation's largest users of 
direct mail. 

You'll get a new slant on the use of 
color and embossing, and their value 
to you as a user of direct mail. 
There'll be a gimmick that will show 
you just how your envelopes should 
look when designed with Cupples- 
Hesse's dynamic dyed-stripe process. 
Booth “Y”’--don't forget; we'll be 
seeing you. 


wples hesse Corpora lion 


4175 NORTH KINGSHIGHWAY BLVD. 
SAINT LOUIS 15, MISSOURI 


Third Class Postage Rates? 


There is an active association organized 
to protect your interests. Attend the 
annual convention and get the latest 
information direct trom Washing 
ton. 


The Date: October 18th 

The Place: Hotel Schroeder 
Milwaukee 

The Time: Noon ‘Luncheon! 

The Topic: “What's Ahead in Postal 
Legislation” 


For further particulars contact Harry J 
Maginnis, Executive Manager, Associ 
ated Third Class Mail Users, Rng 
Building, 1200 Eighteenth Street, N. W 
Washington 6, D 


up with the least desirable. 

Note: You can get some real help 
on this analysis of market by writing 
to THe Reporter and asking for the 
reprint of the articles we ran several 
years ago on the Plain Jane of Direct 
Mail. Tells you how to build and main- 
tain mailing lists. The price of the 
reprint is 50¢. 

4. Your method of distribution and 

selling. Put down all the facts con- 
cerning past distribution methods, pres- 
ent distribution methods, and future 
possibilities. 
5. The presentation of the sales mes 
sage. You should have a complete file 
of all former advertising. You should 
make a complete analysis of how your 
product or service has been presented 
to the public or a segment of it. 

6. The media. Make a catalog list- 
ing of all the forms of advertising 
which have been used to put your prod- 
uct or service across. It would be help 
ful if you could separate the amounts 
of money. 

7. The sales objectives. That is, 
analyze just what the sales possibilities 
ure. In other words, your potential 
market. In analyzing this, you can 
determine the extent to which direct 
mail can be used, the length of the 
program, budget, etc. 

When you have put down on paper 
ill the answers to the seven points 
listed above . . . you will then have 
1 fact analysis of your business. From 
that point on you are in a position to 
write the kind of copy you need and to 
determine the type of direct mail you 
should use to put your purposes across. 


Formula 4 


How to analyze resistances. 

This is the most important formula 
of all. 

It is the negative approach to study- 
ing your problem. The negative, 
rather than the positive used in making 
a fact analysis. 

In order to analyze resistances, take 
the same seven points we gave you in 
Formula 3. 

The company 

The product or service 

The market 

Method of distribution and selling 

Presentation of sales message 

The media 

The sales objectives 

Instead of the positive or historical 
ipproach, use an entirely pessimistic 
attitude. Instead of finding out or list- 
ing the good things, list all the bad. 
For instance: What's wrong with the 
company? What's wrong with the ex- 
ecutives, the employees? What's wrong 
with the location? What are the re- 
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sistances to the product? Is it packaged 
right? What’s wrong with the list? 
What's wrong with your descriptions 
of the product? Have you found the 
sizzle? 

Go through the whole thing. Be 
hard-boiled about it. Some of the re- 
sistances may be impossible to over- 
come, because you can’t change the 
company around, or you can’t fire the 
top executive. But good copy may 
succeed in overcoming many of the 
most important resistances. 

For instance: once upon a time I was 
asked to help with the selling strategy 
of a manufacturer of office equipment. 
I asked the president what was wrong 
with his product. He was indignant. 
There was nothing wrong with it. I 
obtained his permission to send a ques- 
tionnaire to all of the salesmen. I 
asked them a lot of questions. Many 
of these questions concerned the resist- 
ances or “arguments” which salesmen 
received out in the field. I told them 
not to sign the questionnaire, but to 
answer questions frankly. The tabu- 
lated results amazed the president. 
There were plenty of things wrong 
with the machine. Plenty of things 
wrong with the selling policy. Those 
things were gradually changed. Better 
definitions helped overcome objections. 

Another time I was asked to help 
in building up membership for a cer- 
tain organization. I asked the officers 
and executive secretary some very in- 
sulting questions. What was wrong 
with their organization? Why didn’t 
more people belong to it? Was there 
a clique running the organization? 
Had any scandal occurred in the past? 
The indignant answers received from 
those impertinent questions laid the 
groundwork for an optimistic letter 
which pulled far better than anything 
that had been used before. The letter 
simply contained honest answers to 
known resistances. 

@ 


Another case: I was asked by an 
alumni secretary to analyze and criti- 
cize his letters selling subscriptions (and 
renewals) to an alumni publication. 
The letters were fairly good; the list 
was accurate ... but returns were low. 
I showed him Carl Hillman’s triangle 
—the equilateral triangle. Then I 
showed him his own magazine. It was 
amateurishly designed and _ written. 
Sophomoric. Not in tune with adult 
minds far removed from the campus. 
Too long-winded and at times stuffed 
shirt. There was the resistance. No 
matter how powerful the letter . . . 
it could not sell a mediocre, unattrac- 
tive and unacceptable product (even 
when sentimental attachment is high). 
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The only solution . . . restyle the prod- 
uct... the package . . . the magazine 
itself. 

So... it’s important in all direct 
mail work to analyze the resistances. 
Don't close your eyes to them. Find 
out what is wrong. What can you 
say or do to lessen the resistances or 
eliminate them entirely. 

If you meet the problem honestly 
and sincerely .. . the results from your 
direct mail work will be improved. 


Formula 5 

A formula for improving your abil- 
ity to write or explain. 

How many of you have studied 
semantics? I have asked that question 
often in many an audience. It’s been 
surprising how so few people have 
really studied semantics. The study has 
been skipped or avoided in most col- 
lege courses. 

So the formula is . . . simply study 
semantics. I recommend that you buy, 
read and keep Language in Thought 
and Action by S. 1. Hayakawa. The 
book is published by Harcourt, Brace 
& Company and the price is $2.75. It 
seems strange that one of the best books 
on the English language was written by 
the son of Japanese Nationals. He was 
born in Montreal, Canada. It is im- 
possible to digest Hayakawa’s book in 
this short review, but his work should 
definitely be part of your study of 
direct mail. 

The most important point about 
semantics is to remember the difference 
between the verbal and the extensional 
worlds. Briefly, you must understand 
that words are not things. Words are 
only sounds which are supposed to 
have meanings. 

As children we grow up in a verbal 
world . . . a world described for us 
by the sounds our parents or teachers 
throw at us. This verbal world is 
simply a map. The map may be in- 
correct, depending on how prejudiced, 
narrow-minded, superstitious or inac- 
curate our parents or teachers were. 

The extensional world is the actual 
world we discover as we grow up. It 
is the actual territory as compared with 
what might have been an inaccurate 
verbal map. If our verbal world isn’t 
a true definition of the extensional 
world, then we become confused. Ac- 
cording to Hayakawa . . . this is the 
reason some of us go crazy. We can't 
adjust ourselves to the differences be- 
tween our verbal and_ extensional 
worlds. 

This study is important to copy- 
writers. It will teach you all how to 
describe your product in simple a-b< 
fashion. You must stay away from an 
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maccurate verbal world. You should 
give an accurate extensional-world 
picture. 

By studying Hayakawa you will also 
learn about the danger of judgment 
words. How hard it is to write an 
unbiased, unprejudiced, unslanted re- 
port. The insertion or deletion of one 
word may change your entire copy. 

You will learn that no word has 
exactly the same meaning twice. For 
instance Cow, is not Cows, and 
Cows is not Cow. Listy on March 
15, 1951 may not be the same as List, 
on July 15, 1951. 

Hayakawa is critical of advertising. 
How we build up words to mean some- 
thing entirely different from the orig- 
inal meaning. Many of us get too en- 
thusiastic in our descriptions. That's 
the reason for the insincerity of such 
things as whiter than white, purer than 
pure, and better than best. 

You will improve your ability to ex- 
plain clearly if you follow this Formula 


5... which is to study semantics. 


Formula 6 
How to improve your ability to 
write. The answer is simple: You 


can improve your ability to write by 
just writing. 


Write as much as you can. Don’t 
depend too much on textbooks or 
courses. You can learn to write better 
by studying the power of words. And 
by actual writing. 

Many of the textbooks on the subject 
are outmoded, out-of-date, or absolutely 
untruthful. There is probably more 
bunk published about letter writing and 
copywriting than any other subjects 
under the sun. 

So be careful of the textbooks which 
are offered to you. A close analysis 
may reveal that the copy quoted as 
good or as a perfect example is any- 
thing but good. 

Your best bet is to understand a few 
simple rules . and then develop a 
style of your own. 


Formula 7 

How to get ready to write a letter. 

I have already given you the rules for 
making a fact analysis and for analyz- 
ing the resistances against your com- 
pany, or product, or service. 

There are fourteen questions you 
should answer before you attempt to 
write a letter or to write any kind of 
direct mail copy. 

The experienced practitioner doesn’t 
always have to go through this routine. 


He may know all the answers ahead 
of time ... or think he knows them. 

But it will pay most of you to check 
your letters or your copy with these 


questions: 


The goal 
Who 


Characteristics 
Benefits 
Objections 

Build confidence 
Opening 


Hurry-up 


Tone and attitude 


Dramatizations 


Sales points 
Phrases 


What's wrong 
with other let 
ters on same 
subject 

How to make the 
price seem low 


What is aim of letter? cd 


Define market or audi- 
cence 

What kind of people and 
what's on minds 

What product will do 
for buyer 

Why reader won't do 
what vou want him to 

What can you say to 
gain confidence 

Some letter men claim 


it’s 90 of letter 
Offer premium, set dead 
line, price increase 


limited quantity, et 
Decide on general slant 
and tone of voice 


Comparisons, graphic 
wavs, gadgets, illustra- 
Thoms 


Things to stress 


Colortul terms, good sen- 


tences trom previous 


letters 


What was found wrong 
previously Keep ex 


amples 


Contrast with competing 
pres, break down in- 
to weekly or daily fig- 
ure 


Evans Specialty Co., Inc. 


and money. 
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Those fourteen points were originally 
developed by Howard Dana Shaw ot 
1524 Chestnut Street, Philadelphia 2, 
Pennsylvania. 


They have been used by Howard 
Shaw in articles he has written for The 
Reporter. lf you want to get the com- 
plete story, write to The Reporter for 
booklet containing reprints of twelve of 
Shaw’s articles. The reprint sells for 
$1. In addition to the fourteen points 
given above, you will get other check- 
lists, not only for getting ready te write 
a letter but tor writing the letter. 


Formula 8 


Simple formulas for planning the 
design to fit the needs and the copy. 


I am not an artist, and I don't be- 
lieve it is necessary for direct mail 
writers or planners to be artists. But 
the good copywriter should have an 
appreciation of what is appropriate. 
The planner of a direct mail campaign, 
or a direct mail piece, should be able 
to tell the artist what is needed for that 
particular job. 


For instance, take letterheads. The 
letterhead is the suit of clothes for your 
salesman. It must present an appro- 
priate appearance. The rule for a good 
letterhead (aside from design) is: who 

where—what. Who you are. Where 
you are. What you are. The “what” 
usually determines the design, 


Here is a simple formula given to 
a teacher-artist. He uses this 


me by 
formula when trying to decide on a 
theme for a design. If you are develop- 
ing an idea for a product, answer these 
nine questions: Source? Raw mater- 
ials?> How obtained? How processed? 
Who uses? Why used? 
Other facts? 


How used? 
Picturesque facts? 


Sometimes it pays to have these ques- 
tions answered before you call in your 
artist. You and your artist will then 
be able to determine what answer 1s 
the best to use in selecting the design. 
Or you may get themes for many fu- 
ture designs. 


And here is another simple formula 
for deciding the type of the design. 
There are six major elements of show- 
manship. They were publicized in one 
of the conventions staged by the Direct 
Mail Advertising Association. 


You can boil down all the elements 
of showmanship (used by most show- 
men) into six classifications. 
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Simplicity, richness, humor, realism, 
emotions, continuity. 

Study those six classifications. 
need no long description. 

If your particular product or service, 
or the nature of your company, de- 
mands simplicity . . . there can be real 
showmanship in simplicity. Simplicity 
of design is important in many busi- 
nesses. Particularly in social service 
work where it is dangerous to give the 
impression of spending too much money 
on printing. But the showmanship of 
simplicity can be beautiful. It can be 
dignified. It can be striking. 

Your product, or your company, or 
your market may require richness. Rich- 
ness in design. That gives you the 
chance to use beautiful letterheads, en 
graved letterheads; fine booklets, more 
expensive papers. Richness in quality 
and appearance. 


They 


And don’t let the experts fool you 
on humor. I have heard some experts 
say it is dangerous to use humor in 
direct mail. But that is silly. Some of 
the most successful direct mail cam 
paigns in the country have been humor- 
ous campaigns. But the humor must 
be appropriate. Where you use humor 
in your art designs... the humor must 
be handled professionally and in good 
taste. 

The showmanship of realism is im- 
portant in direct mail. Direct mail is 
the only form of advertising into which 
realism can be built into the format. 
You can use gadgets . . . all kinds of 
gadgets to emphasize your sales points. 

You can use tip-ons or actual samples 
to bolster your picture of the product. 


You can dramatize your offer, or 
make explanations clearer, by using die- 
cuts, pop-ups and all the unusual for- 
mats in direct mail. 

It takes originality and artistic ability 
to add this showmanship of realism to 
your direct mail. 

The showmanship of emotion is com- 
plicated. But you can indicate nearly 
any kind of emotion by the right kind 
of design. If you know what emotion 
you want to arouse, then you can find 
some artist who can add that emotion 
to your design. 

The showmanship of continuity is 
important in any direct mail operation. 
The real showmen of the theater add 
this element of continuity to every pro- 
duction. You can add the element of 
continuity to your direct mail work by 
the proper designing of your letter- 
head, envelopes, calling cards, order 
blanks . . . all your direct mail pieces. 
They can have a family resemblance. 
A striking type face, a symbol or seal, 
a standard color, etc. A continuity of 
design to build up lasting impressions 
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umong the recipients ot your direct 
mail pieces. 

For example Chalionte-Haddon 
Hall Hotels in Atlantic City use this 
conunuity element in all mail contacts. 
‘Their letterheads and envelopes are 
printed (same design technique) with 
All letters 


are processed or typed with brown mb 


rown ink on buff stock. 


bons. Hotel executives sign letters with 
fountain pens filled with brown ink. 
In other words, every letter is a pleas 
ny ol tasteful color and des gn 
harmony. 

Those are the sim le elements of 


hip which you can use in 


on the des'gn of your direct 
ail pieces. My descriptions have been 
But you can study 
the sulyect yourself by collecting spec 
ens illustrating the various points of 
howmanship. You can get art experts 
toh Ip n advis ny on the proper des un 
w your particular type of operation. 
\ll | can give vou are the suggestions 
turther study. 

We have now completed the formulas 
r this division of the subject, this 
particular study session. In our first 
two sessions | have given you the most 
mportant formulas for thinking. And 
please realize | am talking about think 
g Thinking through the problem. 
How you can develop further is en 


n 


trrely up to you 
(a) You will continue your study 
ot pec ple. 

(b) You will continue to analyze 
your business, vour product, or your 
service, and you will try to find out 
all the resistances against you 

(c) You will try to develop word 
slants, which will help to tell your 
story in the most favorable way. 


b) and (c) for 


No one can do (a) | 
vou. You must do them yourself. 
Here is one more suggestion tor tur 
ther study. It is important for all of 
you to learn as much as possible about 
what others are doing. Here is how 
you do wt, oul 
tions of the Direct Mail Advertising 
\ssociation or meetings of the New 


York Hundred Million Club 


you cant attend conven 


Get on as many mailing lists as pos 
sible. Build up an idea file. Get as 
much advice as you can from others. 
For instance, if you are doubttul about 
vour letterhead, there are any number 
of paper manulacturers who issue let 
terhead porttolics. Write to these paper 
companies and get on the lists. Or con 
sult vour local paper merchant. Write 
to the vdvertisers n The Reporter 
Get the'r ‘ntermative booklets. 

How to get on mailing lists? It is 
easy. Buy products by mail. 
some shirts, or oranges, or fruit, or 


fish, or cactus plants, or any number 
of the things that are offered by mail, 
either in the magazines or by mail ap 
st rental 


peals. Very soon, under the 
system, vou will be getting all sorts ot 
effers by mail. Keep the ones which 


ippeal to vou most. Stick them away tn 
your idea file for possible study and 
adaptation later on. That's one way 
to learn what others are doing in the 
mail. Aside trom reading The Report- 
er of Direct Mail Advertising, that is. 


Recommended Reading 


For the points covered in this par 
ticular section, | advise you to read 

|. Language in Thought and Action 
by S. Ll. Hayakawa. Published by 
Harcourt, Brace and Company. 
Price $2.75 

>. The Robert Collier Letter Book. 
Revised edition. Published by 
Prentice-Hall. Price $5.65. 


But remember ... the tamous Col 


ier 


work applies mostly to mail order or 
direct selling. Many of Bob's ideas 
in be used tor other purposes. He 
was an expert in the use of powertul 
ras 

3. For beginners in direct mail, I 
sul think the book by Harrie Bell ot 
Philadelphia is the most practical and 
down-to-earth. Harrie Bell has taught 
tor vears at the Charles Morris Price 
School in Philadelphia. His advice on 


how to think about direct advertising 
be questioned. The ttle of his 


book 1s How to Get the Right Start in 


Section ‘or Session) 3: - 


cannot 


What You Should 


Direct Advertising. Published by Gra- 
phic Books, Inc. A revised paperbound 
edition is now available to students. 

In concluding this second session of 
the study of direct mail... 1 want to 
give you one final warning. 

Don't get confused in your direct 
mail thinking. Don't let the experts 
or the axe grinders contuse you. 

(a) Understand the six basic func- 
tions of direct mail. Your copy style 
depends on the function. 

b) Understand the tour separate 
types of mail appeal—intormative, per- 
suasive, reminder, utility. Copy and 
formats differ with each type. 

(c) Make a fact analysis as outlined 
in Formula 3. Don't try to work with- 
out one. 

(d) Use the negative approach in 
trving to analyze resistances. Know 
what you are up against and how to 
fight it 

(e) Improve your ability to write by 
writing. And by studying semantics. 

(t) Betore you attempt to write, ask 
yourself the fourteen questions which 
should be answered betore anvone can 
write a letter 

(gz) Understand the simple elements 
of design. Be sure you are using the 
right type of design tor your particular 

s and for your particular com- 
pany and the product or service you 
sell. 


purpose 


If you can develop these thinking 
habits, your direct mail is bound to 
improve. 


Know 


About the Construction 
And Writing of Letters 


Our first two sections were concerned 
with thinking about people and about 
problems. Now we will get into some 
utual work on the construction of let 
ters 

My old boss and teacher, John Howie 
Wright, made a wonderful talk about 
71 vears ago at a direct mail convention 
n Milwaukee. His subject was “What 
Constitutes a Better Letter.” 

He listed ten things in the constitu 
tion of every business letter . . . good 
and bad. They are: 

1. The envelope 

». The stamp 

3. The address 

+, The return card 
5. The letter paper 
6. The letterhead 


The salutation 

8. The type—its color and arrange- 

ment 

9%. The signature 
10. The letter itself 

In this outline for studying direct 
mail, we will not attempt to go into all 
the details of the first nine constituents 
ot a business letter. You can learn all 
about those constituent elements from 
the formulas given previously, or from 
actual experience. You all know that 
the first nine constituents must be cor 
rect. They must be handled appropri- 
ately. 

We are concerned now with constitu- 
ent number ten. The letter itself. The 
soul of your message. 
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which have proved helpful to me dur- 
ing the past years of work in the direct 
mail field. These same formulas have 
proved helpful to the people who have 
attended my classes, or clinics, in var- 
ious parts of the country. Some of the 
formulas may sound childish or kinder- 
gartenish. But as I suggested in the 
beginning, don’t be too sophisticated, 
or pooh-pooh the worth of simple sug- 
gestions. 


Formula | 


Try to develop “the cat crossed the 
street” technique in your letter writing. 

This may sound like a joke but it 
isn't. Here is how we work it in our 
office. I have at various times described 
to all who work with me the simple 
technique of writing or saying “the cat 
crossed the street.” We Americans who 
speak plain, ordinary, present-day Eng- 
lish have sort of degenerated from the 
romance language period. We usually 
speak as we see. Our conversation is 
a repert of things as they have hap- 
pened. We see a cat; we see it crossing 
the street. We say, “The cat crossed 
the street.” We do not say, “The cat 
it the street crossed,” as they do in 
German. We don’t have to worry about 
the sex of the cat. Our verb does not 
depend on the sex of the subject. We 
simply see the cat, where it is, what it’s 
doing . . . and we say, “The cat crossed 
the street.” We don’t have to go into 
a lot of ramifications, such as; it was 
too bad the cat didn’t cross the street 
yesterday because yesterday was a 
bright, sunshiny day and today the 
streets are wet. 

In our office, when anyone writes 
a letter which is confused, or an item 
for The Reporter which is all befuddled 
and balled up . . . I don’t try to correct 
the letter or the article. I simply write 
across it, “The cat crossed the street.” 
The person who made the boner knows 
what I am talking about and the letter 
or the item is rewritten. We try to 
talk and write in simple, cat-crossed- 
the-street fashion. The whole idea is 
so simple. So easily workable. If you 
put your mind to it. 

For instance: the advertising man- 
ager of a paper mill wrote this sentence 
in a sales letter: “A substitute necessi- 
tated by the war in the paper field, 
which continues to be used successfully, 
is the paper shipping sack.” I know 
what the advertising manager wanted to 
say . . . but analyze the sentence. It 
is a little bit difficult to understand 
whether there was a war in the paper 
field, or whether the paper field or the 
war was successful. The writer simply 
forgot the “cat” which was . . . the 
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I will give you a few of the formulas 


Now you can produce the kind of copies you like— 
produce them easily and economically in your own 
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CUT TYING TIME 
IN HALF 


Large Bundles or 
Small Tied In LESS 
Than Two Seconds 


Without Change or 
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®@ No Damaged Letters 


@ Ease of Operation . . . Sat- 
istied Operators 

®@ Material Savings 

® Cotton Twine Available. 
100% Guaranteed 


© Postmasters report less bun- 
dle breakage . . . Fewer 
complaints 


®@ Multiple wrap cross-tie one 
knot operation meets Postal 
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Tie Your Bundles Faster, 
More Secure—For Less 


BUNN PACKAGE TYING 
MACHINE 


For Addit | Information 


A 
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B. H. Bunn Co. 


"1907 — Cue 86th Har 1951" 


7605 South Vincennes Ave. 
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paper shipping sack. It would be so 
simple to change the sentence around 
and make it the cat-crossed-the-street 
technique. 

In studying this technique, my sug- 
gestion is that you save your own let- 
ters, or the letters that come to you in 
the daily mail. Analyze them from the 
cat«crossed-the-street angle. Are the 
letters clear? Have the writers de- 
scribed what they were trying to de- 
scribe in simple a-b-c fashion? If you 
can get into the cat-crossed-the-street 
habit, your letters and every direct 
mail piece you write will be much bet- 
ter. 

Boyce Morgan of Washington, D. C. 
sent me this comment about a letter 
in a publicized collection of “sales let- 
ters that clicked”: 

“I'm still laughing at that ‘good’ letter 


sent out by pparently the guy 


who wrote it never heard your talk on “The 
Cat Crossed the Street.” If he did, he thought 
you suid: “The feline quadruped (felis lbyca 


domestica) negotiated a transverse traversal 


of the urban thoroughfare.” 

‘Is a sales letter good when it has a second 
sentence of exactly (count ‘em) 53 words? 
And what words' And what combinations of 
words' Shades of Rudolf Flesch!” 

Try to avoid such criticism of your 
letters. 

Note: In outlining a study program 
for direct mail, I usually emphasize 
and re-emphasize the importance of 
letters. I do it deliberately. Because 
letters constitute the basic format for 
direct mail. The letter is the closest 
approach to the personal call. From 
my experience over the past 30 years, 
I have found that good letter writers 
can usually write any other kind of 
direct mail copy. So don’t be confused 
by my constant references to letters. If 
you can lick letter writing ... you can 
lick nearly everything else connected 
with direct mail. Your folders, book- 


lets, catalogues, blotters, etc. will be 


good .. . because you know the simple 
fundamentals. 
Formula 2 


Learn the tension of restriction. 

The only way I can tell you about 
the “tension of restriction” formula is 
to repeat part of the story I told in my 
little book Dogs That Climb Trees. 

Here is a condensed version of it: 

The bite of a mosquito once started 
a surprising chain of events . . . which 
eventually resulted in teaching me some 
important lessons about direct mail. 

The wasted husk of a 28 year old 
confessed forger and confidence man 
lay on a bed in an Arizona prison 
tubercular ward . . . many years ago. 
His sordid story had been rehashed to 
a jury ... and that jury had sentenced 
him to life imprisonment. He had been 
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born of good Ohio stock, but he was a 
tempestuous, uncontrollable and unfath- 
omable boy. By eighteen, he had 
learned that forging names brought 
easy money. He was kicked out of 
numerous schools and_ several jails. 
Easy money ... hard living ... wrecked 
before thirty. His family finally re- 
belled and “pensioned” him to Arizona 
. .. to die or live . . . but to bother 
them no more. A dead body in the 
desert was “tied” to him. The jury 
which sentenced him to life imprison- 
ment for murder . . . simply saved him 
from the noose because the doctors gave 
the diseased lungs only a month to 
breathe. 

The mosquitoes were terrific in the 
hot lowlands along the Colorado. The 
seventeen “lungers” in the open pavil- 
ion ward fretted and fumed. The bite 
of a mosquito drove to fury the newest 
inmate. He must have money for milk 
and eggs ... but mostly for screens to 
keep out the murderous mosquitoes. It 
was impossible to cash a forged check 
in prison. He had to do something. 
He tore out of a magazine the adver- 
tisements of two curio dealers. He 
wrote two letters, offering to sell horse- 
hair trinkets made by his fellow-bitten 
mates. Result: two orders. Money . . . 
screens... milk ... eggs. By the end 
of the year, forty curio dealers were 
being contacted and sold by letter. 
Prisoners were organized into manu- 
facturing groups. Milk and eggs were 
plentiful. Mosquitoes were barred. 

Then came a blow. A new prison 
management restricted the prisoners to 
two letters per week. 

It was then that this unfathomable 
“Jekyll and Hyde” learned the secret 
of writing letters. He was limited to 
two letters a week. They had to be 
good. They had to pull. After years 
of crookedness, this convict learned that 
a letter with an obvious misstatement or 
an apparent exaggeration wounded it- 
self. He learned that he had to write 
the simple truth about his goods. He 
learned that when he undertook to 
write nothing but the truth, he could do 
it with a force he had never felt before. 
He found that the truth, forcefully 
told, is the only strong lasting argu- 
ment. 

His two letters per week pulled re- 
sults because he worked on those let- 
ters for a whole week. And he picked 
his prospects carefully. 

During those years in jail, when he 
had learned his new power, he sub- 
scribed to the early advertising maga- 
zines. He studied and began to make 
letter contacts with leaders in adver- 
tising. In 1912 the two-letter ban was 
lifted. He expanded his activities. His 
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letters were quoted in ad club bulletins 
and magazines. His letters, sometimes 
sophomorically fervent, bristled with 
personality. Every word was like the 
grip of a hand, to draw in a helper, 
a buyer, a friend. He learned, too, 
from people who wrote to him. 

Milk, eggs, air and a purpose cured 
diseased lungs. He organized prison 
welfare: hospital, theatre and work pro- 
jects. Outsiders besieged him to write 
copy for them. He organized an ad 
vertising agency inside the prison walls 

. and he wrote booklets on letters. 
He wrote articles for advertising maga- 
zines. 

By 1915, the convention of the As- 
sociated Advertising Clubs of the World 
by resolution urged the parole board of 
Arizona State to give this spirit free- 
dom. His inspired, crusading letters 
forced, a year later, the formation of 
the Direct Mail Advertising Associa- 
tion. He became the first editor of 
Postage magazine, which appeared Jan- 
vary 1, 1916. He edited it from jail. 
The chain started by the bite of a mos- 
quito was multiplying rapidly. 

The prison-song of sales brought 
money and reputation. 
to execute booklets, letters and cam 
His name was a by- 


Commissions 


paigns poured in. 
word in the advertising trade journals. 
If you don’t believe me .. . try to get 
into the New York Times morgue and 
see the clips. 

On December 30, 1922 the Governor 
of Arizona gave him the greatest 
Christmas present in the world 
his pardon . after sixteen years lor 
murder (still denied). He stepped out 
of prison into a $10,000 
But he left prison without 
Every cent he had earned had been 
spent on milk and eggs and projects 
for the prisoners. adulation, 
speaking 
showered on him. 
and there. He had no restrictions. He 
was flying high. 


a year job. 
money. 


Jobs, 
engagements, money 
He jumped here 


I heard about this fabulous character 
at my first direct mail convention in 
1924. 

But I didn’t hear all the details of 
the story until | met Louis Victor Ey- 
tinge several years later. 

During a brief period of working 
with him on a direct mail campaign, he 
taught me many of the things he had 
learned about letters ... and what made 
them pull best. 

I never will forget the two-letter a 
week ban. 
feel or simulate the tension of that re- 
striction. 

Too many letter writers get “sloppy” 

because they visualize their letter 


If more letter writers could 
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going to a thousand, or ten thousand, 
or a hundred thousand, or even a mil- 
lion people. 

Louis Victor Eytinge taught me to 
think in terms of one letter; to suppose 
that I had only one chance to make the 
sale; that | was appealing to only one 
prospect; that | must not fail on that 
one letter. Even today, when I com- 
pose a multiple-sales letter . . . I start 
out by writing Jack, or Paul, or Gene 

. some actual person | know and can 
see mentally. Someone who could de- 
tect the slightest insincerity or misstate- 
ment, 

Louis Victor Eytinge died in April 
1939. Broken in health and lonely. 
He could not “take” the outside world 
after so many years behind bars. But 
the “tension of restriction” formula 
should be of help to every struggling 
direct mail writer. 

The first sentence of your letter, or 
the headline if it is not a filled-in let- 
ter, should be definitely planned to 
get attention and to arouse desire. 

The simplest formula for getting at 
tention ts (1) either make a statement 
or (2) ask a question. 

1. If you make a statement, make 
sure it contains something which is 
new, different or interesting. Analyze 
your own letters and see if you have 
followed this important rule. Most 
letters tail on this one point. Particu- 
larly routine business correspondence. 

2. If you ask a question, try to 4 
one which cannot be answered 
or NO. If it is too easy to answer 
YES or NO the rest of your letter can 
be brushed off. But . and get this 
... if your question is answerable YES 
or NO be sure the answer is YES. And 
it Is wise, In most cases, to have a 
number of questions in the opening 
part of the letter, all answerable with 
YES. 

My old friend, the late Bill Kier, 
taught me that technique many years 
ago. Bill was a star salesman. A star 
personal salesman. He always liked 
to sell big dollar units. Before he called 
on a prospect he would try to find out 
everything he could about that pros- 
Whether married. How many 
children. What clubs he belonged to. 
His average golf score. What kind of 
a car he drove. His habits, his church, 
his reputation in the field, his outside 
activities. When Bill sat down before 
a prospect's desk he looked at his watch, 
then, he would state an entirely obvious 
question, such as, “It’s a beautiful day 
today, isn’t it?” (Providing the day 
was a beautiful sunshiny day.) The 
naturally had to say YES. 
minutes straight Bill would 
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Does Anybody 
HATE Gravy? 


Not when it comes to gravy 
dollars. The more the merrier. 

We think you'll agree. Will 
agree, too, that it’s high time 
YOU began cashing in—by let- 
ting us pull extra profits for you 
out of your mailing lists. 

The arrangement is simple. 
You register your lists with us 
we rent them out to carefully 
selected mailers who don’t com- 
pete with you. You're sure 
because you okay our selections. 

We'll handle the addressing 
any way you like—it usually de- 
pends on how much of that gravy 
you actually want. For full infor 
mation and details write or call: 


D-R SPECIAL LIST BUREAU 


DIVISION of DICKIE-RAYMOND 


521 Fifth Avenue, New York 17 
80 Broad Street, Boston 10 


Member - National Council of Mailing 
List Brokers 
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better 
production 
brings 

better results 


There's a best way to produce 
direct mail .. . 

MASA members study the best. 
most effective. ways of produc- 
tion: support research and fact 
finding: share knowledge of im- 
proved methods. Their object is 
better results for you. When you 
try to “save” money with “cheap” 
production you tamper with re- 
sults. 

To check the effectiveness of your 
production source ... 

Always say. “Are you MASA?” 


OR RCE tor Creative 
firect ? mmpaigns. multigraphing 
r eographing ttset and lette 
printing, bindery molng serv ma 
r s etc Information about post 


al regulations and better direct mail 


For names of MASA 
members nearest you, write 


Mail Advertising 


Service Association 
18652 Fairfield Avenue 
Detroit 21, Michigan 


MASA 


ask questions. All of them answered 
by YES. Or some positive, agreeable 
statement. When exactly ten minutes 
had passed Bill went into his pitch. By 
that time he had the prospect in such a 
habit of saying YES it was difficult to 
say NO to anything Bill wanted. 


That isn’t just a funny story. It 
actually worked. And Bill Kier showed 
me and showed many others how that 
same principle could be applied to let- 
ters. It is one nearly sure way of get- 
tung tavorable attention. 

There are other supplementary for- 
mulas tor opening statements or head 
lines. We could give you many of 
them, but you'll run into them if you 
try hard enough. One of the best 
teachers and testers in the advertising 
business has been John Caples of Bat- 
ten, Barton, Durstine & Osborn. Most 
ot what he tested and wrote about ap- 
plied to magazine or newspaper adver- 
tising. But John’s sixteen formulas for 
writing headlines (given in his book 
Tested Advertising Methods) can be 
apphed in some ways to direct mail. 1 
won't attempt to give you the descrip- 
tion ot, or reasons for, all the headlines. 
| will simply list them for you. 


Begin wir headline with the word “how” 

Begin your headline with the words “how to” 

The announcement headline 

Begin wir headline with the word “new 

Begin your headline with the word “now’ 

One-word headlines 

Begin muir headline with the word “which 

Money headlines 

Use the word “free” in your headline 

The mazing” headline 

Begin your headline with the word “wanted 

Begin vour headline with the words “at last 

Begin vour headline with the word “this” 

Regin your headline with the word “to 

Begin ur headhine with the words “they 
sughed 

Begin your headline with the word “advice 


Remember these formulas when you 


start to write your letters ... or to plan 
other direct mail pieces. They may not 
apply to your business . . . but then 
again they may come in handy some 
place along the line. 


Formula 4 


How to analyze and correct the four 
basic faults in most letters (and direct 
mail copy). 

| have had a lot of fun with this 
particular formula when I talked before 
groups such as Rotary, Lions and Ki- 
wanis Clubs and trade meetings of all 
kinds. 

\t these gatherings I usually obtain 
in advance samples of the routine or 
sales letters used by members of the 
audience. After I have given this par- 
ticular formula, I then read the letters; 
show how they violate the formula. 
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Here are the tour basic taults: 


1. Useless words and phrases. 
could talk or write for hours on the 
definition of useless words. But you 
are all adults and you know the defi 
useless 
words. They are the words used by 
the schoolboy who doesn’t exactly know 
the answer to the question asked by 
his teacher. He attempts to restate the 
question; to give the impression he 


nition. Useless words are . 


wants to be sure he understands it cor 
rectly. Then he rambles all around the 
map trying to find the right answer. 

In my 30 years experience analyzing 
all types of letters, I discovered that 
most men write poor business letters 
because they are trying to impress their 
secretaries. Particularly if they have a 
Phi Beta Kappa key. For some reason 
or other a businessman can be a good 
sport on the golf course or in the cock- 
tail lounge. He can be conversational 
and free and easy. But the minute he 
starts to dictate a letter to his secretary 
he seems to freeze up and try to impress 
his secretary that he deserves his Phi 
Beta Kappa key, or that he deserves to 
be the boss. So he rambles around get 
ting started, using a lot of useless 
words, useless expressions. The first 
job in analyzing and correcting the 
basic faults in business letters or direct 
mail copy is to eliminate the useless 
words and phrases. You can analyze 
your own letters. You can determine 
what the useless words and phrases are. 
You know them as well as anyone else. 
So just,eliminate them. 

John Howie Wright, previously men 
tioned, had a little stunt which used 
to amaze many people. He sometimes 
showed how easy it was to correct a 
letter and eliminate useless words by 
simply strokihg out the first two para 
graphs of any letter submitted to him 
tor criticism. The average businessman 
wastes about the first two paragraphs 
in rambling around and getting started. 

2. The next basic fault in most let 
ters is the improper arrangement of 
words and phrases. Again, we could 
talk for hours on this subject. But all 
of vou know and can detect the im 
proper arrangement of words and 
phrases. We have already covered the 
subject slightly in Formula 1 in this 
section—“the cat crossed the street” 
technique. To eliminate this fault 
simply talk in a-b-c fashion, or “the 
cat crossed the street” fashion. 

3. The next fault is incorrect expres- 
sion of thought such as the sen- 
tence we quoted about the paper ship 
ping sack. 

In analyzing this tault in your own 
letters it is important to know the dif- 
ference between the verbal and the 
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extensional worlds, described in Ha- 
vakawa’s book. Many business letter 
writers get confused on this point. They 
think they know what they are talking 
about but they don’t make their mean- 
ing clear to the person who is getting 
the letter. Eliminate your incorrect 
expressions of thought. 

4. The final basic fault in most busi 
ress letters is the inclusion of offensive 
and displeasing words and phrases. 

The most offensive and displeasing 
words and phrases are, believe it or 
not, the following: “I, we, our, my, 
When you use those per- 
sonal and selfish pronouns in your busi- 
ness letters it shows that you are think- 


mine, us. 


ing more of yourself than the real 
hero of the letter . the recipient of 
it, When you use “I, we, our, my, 
mine, us” you are talking down your 
nose to the other fellow. You are the 
big shot. You are important. You are 
the big. mighty, powerful organization. 
The other fellow is the little squirt. 

In trying to analyze and eliminate 
this basic tault from your letters, eli- 
minate as much as possible the use of 
“I, we, our, my, mine, us.” Use as 
much as possible “you,” and “your” 
expressions. Talk about the other tel- 
low’s needs, not about your desires. 
Don’t continually dictate or write such 
lines as “we want you to know we ap- 
preciate,” or “we shall endeavor . . . 
we are well staffed . . . we pride our- 
selves . . . we maintain . . . we value 
your business.” Such statements give 
vour letters the “we-we” appeal. It 
you are using them you are suffering 
from we-we-1tls, 

The next most displeasing things in 
business letters are the opinion phrases 
ending with “that.” To correct your 
self of this fault just write down the 
word “that” on a 3.x 5 card and stick 
it under the glass top of your desk. Stay 
away from the phrases which wind up 
with “that” as if they were poison. 
Because, again, if you use such phrases 
you are looking down your nose at the 
other fellow. It is so useless and offen 
sive to be continually saying “I know 
that vou will be glad to know that.” 
Or, “I take particular pleasure in in- 
forming vou that.” Why not start 
your letter or your sentences with the 
word that would usually follow the 
word “that?” It is the information 
given after the word “that” which is 
interesting to the man who receives 
the letter. Start with the word or 
sentence which follows the word 
“that.” It is a hard habit to break. 
Most businessmen have the habit. Thev 
learned it from their textbooks and 
their teachers. But you can break 
yourself of the habit if you try to. 
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... there are more than thirteen 
readers of Hoke’s unheralded but 
first-rate magazine who couldn't 
profitably use the Dictaphone 
PIME-MASTER, I should like to have 


their names. 


They deserve burial—perhaps in 
a plot which | maintain (on expense 
account, of course) for the mvyinei- 
bly ignorant. Please omit tlowers, 
condolences long-or-shorthand 


and old postage meter plates. 


Direct-mail men are supposed to 
be men of ideas. Ideas are worth 
nothing at all (except for breeding 
personal delusions of grandeur) until 
they get out of the idea-man’s head 
... and on to paper... and into 


action, 


I submit (out of personal and not 
simply Dictaphone-interested expe- 
rience) that there is no way even 
remotely comparable to the Dicta- 
phone TIME-MASTER for doing pre- 
cisely what must be done with ideas. 
I sav again, there is no way, etc.! 

Yes, it costs money. But money 
couldn't be very much cheaper than 
it is today—and you might as well 


get some good out of it. 


It’s a matter of record that the 
money invested in a Dictaphone 
PIME-MASTER—our unique elec. 
tronic invention for remembering, 
reporting, reviewng—has a habit of 
paving extraordinary dividends (in 
time saved, work done, convenience 


gamed). 


PH be glad to recite chapter and 
verse of the Dictaphone gospel to 


anv interested reader of this ad. 


Phe truly astute will skip that in- 
vitation and (a) buy a Dictaphone 
TIME-MASTER: or (if vou’re the in- 


dependent I-won't-see-a-doe or” 


type) (b) have a free (ves, absolutely 


free) demonstration. 

Just call, write or appear in per- 
son at Dictaphone Corporation, 420 
Lexington Avenue, New York 17, 
N. Y. Lexington 2-3700, 


DICTATED TO A DICTAPHONE 


TIME-MASTER 
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NOT ATALL 


... When clients say our PHOTO-OFFSET and 
LETTERSHOP SERVICE stand above the crowd 


like our long-legged friend up there! 


Here’s why... 
a Our large PHOTO-OFFSET division consis- 
tently prints sharp, sparkling pieces of Direct 
: Mail in 1, 2, 3 and 4 colors. 
. , Our LETTERSHOP is nationally known for the 
4d excellence of its processed, personalized 
letters. And our Addressing and Mail- 
4 ing facilities get your job into the 
mails On Time. 
7 When you want the Best 
Photo-Offset and reliable, 
speedy Lettershop service 
call... 


SPring 7-5703 


* Winner of the President's Cup of the Moil 
Advertising Service Association for creating 
and producing the best series of letters for 
@ client. Winner of Direct Mail Advertising 
Association Aword for helping to produce a 
Best of Industry compoign 


SERWECE 
20 EAST 20th STREET, NEW YORK, N. Y. 


Also try to avoid getting displeasing 
word habits. I have known people 
who get set on the use of such words 
as “particularly.” They use “particu 


larly” in nearly every sentence. Others 
tall in love with the words “quite” or 
“very.” They will use “very” to de- 
scribe everything they write about. 
Everything is “very important,” “very 
new,” or “very true.” Some people 
who use “quite positive” don’t exactly 
know whether “quite” means “almost” 


or “positively.” Try experiment 
in a roomtul of people. Ask them tor 
the definition of “quite.” Does it mean 
“almost” or “positively?” In most 


groups fitty per cent will vote for each 
detinition. 

So... don’t use words which are 
not understood. And don't follow word 
habits which are offensive and dis- 
pleasing. 

Don’t use trite and useless expres 
sions, such as “awaiting your reply,” 
“beg to remain,” “complying with your 
request,” “esteemed favor.” They are 
out-ot date. They are useless. 


Other expressions which are useless 


and irritating ... but you still see them 
in a lot ot business letters: “For your 
consideration ... 1 have the honor to 
inform you that... 1 take pleasure in 
presenting . . . It surely must be ob- 
vious to you that... The purpose of 
this letter is... This is to notify you 
that” . . . ete., etc. could go on for- 


ever giving you illustrations but this 
is supposed to be simply a short out- 
line for study. You can dig up vour 
own examples. 

The big job of every letter writer 
is to get well-acquainted with this For- 
mula 4. Try to become accustomed to 
analyzing and eliminating the four 
basic taults in most letters. 


Formula 5 


Try to develop easy readability in 
vour letters... and other direct mail 
copy. The easiest way to tell you about 
developing readability is to recommend 
a reading of The Art of Plain Talk by 
Rudolph Flesch. 

There has been a lot of kidding 
about and criticism of the Flesch sys- 
tem ... but fundamentally it is sound. 
Don’t get too involved with the mathe- 
matics, but you should understand the 
simple rules. 

(a) Don't have more than an average 
of 17 words per sentence (if you can 
help it). Fourteen words might be 
better. 

(b) Don’t have more than an average 
of 150 syllables per 100 words. You 
will be better with slightly less than 
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that. Say around syllables per 
100° words. 

And in the study of this particular 
section... | recommend a very simple 
little celluloid wheel chart which is 
available trom Science Research Asso 
ciates, 57 West Grand Avenue, Chi 
cago 10, Illinois. 

The chart was developed by General 
Motors Corporation to aid the editors 
of their various publications. It is 
based on research developed by Flesch 
and other people who have been inter- 
ested in making letters and business 
writing more readable. 

The chart and a Flesch booklet is 
sold by Science Research Associates for 
the low combination price of $2. And 
they are worth every cent of it. 

With the chart and the explanation 
it is a simple matter to count the syl 
lables per 100 words and the sentences 
per 100 words. Turn the wheel to the 
figures indicated and you will see 
whether your writing is very easy, easy, 
tairly difheult or very difficult. If the 
wheel shows black (very difficult) your 
copy can be understood by less than 
3° ot the population. You may be sur- 
prised if vou make the count on your 
own copy. 

It you follow the simple formulas 
for readability, your letters will become 
more and more understandable and 
eflective. 


Formula 6 


Here are a few don'ts for letter 


writers, 
These don'ts apply to routine cor- 
respondence and also to sales letters. 
(a) Don’t be stuffy. Write conver- 
sationally for the tvpe of people in 
your market or list. 
(b) Don't use trite expressions. They 
irritate people. 
(c) Don’t lecture. 
(d) Don’t argue. 
(e) Don’t criticize. 
(f) Don’t look down on the reader, 
be insincere. 
(g) Don’t exaggerate, or make mis- 


or 


representations. 
Formula 7 


Under this heading I'll group the 
five best-known formulas for writing 
action-pulling copy. 

(a) The oldest of all formulas is: 
get attention, arouse interest, stimulate 
desire, ask for action. 

(b) Bob Collier changed that orig- 
inal formula around somewhat and 
listed his main points in a sales letter 
as: (In proper order) attention, interest, 
description, persuasion, proof, close. 

(c) John Taylor developed a pecu- 
liar mechanical system for writing let- 
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Outstanding Service —— 


THE HOUSE OF ENVELOPES ... AND ENVELOPE IDEAS! 


you'd like to receive our brisk little publication “THE 
POSTMARK,” you hove only to request it. Please use 
the coupon below. 


AROEN CiTy 
Envesore Co. 


3001 MN. ROCKWELL ST. 


Garden City 
Chicago 18, Hil. 
ing list 

My Nome 
Company 
Address 


Envelope Co., 3001 N. Rockwell, 


(CD Please put my name on “THE POSTMARK" moil- 


CHICAGO 18, ILLINOIS 
Phone COrnelic 7-3600 
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“You Ahead A 


YOURE RIGHT WITH RISING 


A letterhead on Rising Line Marque 
always tells much more than the 
message it carries. 

Combined with quality art. typog- 
raphy and printing. this distinetive and 
versatile paper can do a real selling job 


Loe Maru 


@ Exclusive design patterned after Italian 
handmade paper 

@ 2 weights 

@ Excellent printing surface for die-stamp- 
ing, lithography, grevure or letterpress 

@ White and 3 pastel colors 


@ Envelopes in 6 sizes @ 25% Rag 


for your company. Call your printer to 
day. Ask him to prove it with samples 
—to give you an estimate on your letter- 
head requirements. 

In the meantime. check these six fea- 
tuses of Rising Line Marque: 


WHEN YOU WANT TO KNOW 
-+»GO TO AN EXPERT! 


e 
Rising Papers 
ASK YOUR PRINTER 
HE KNOWS PAPER 


Rising Paper Company, Housatonic, Mass. 
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ters. It is best described by showing 
vou an illustration of the filing folders 
which Taylor used when he had to 
write an important letter which would 
be mailed to a lot of people. See what 
he does on the first folder. He lists the 
wants ot his prospects. The illustra 
tion shows only five, but John might 
discover a dozen or two dozen different 
wants that could fit his particular group 
of prospects. On the same tolder he 
lists all the satrsfactions. How his prod 
uct, or his proposition, satishes the 
wants of the prospect. Then on sepa 
rate sheets, or hling tolders, he writes 
tive different sections of the letter. 
That is, he may write one, two or 
more different “attention” paragraphs. 
Then he tackles the other paragraphs, 
or sections, of the letter, divided into 
interest, desire, conviction, action. After 
he has experimented around he takes 
his best paragraphs under each section 


$6 


and joins them together in the proper 
attention, interest, desire, con 


system works for him. 


necessary tor a lot o people to do it so 


(d) Frank Egner’s formula is a litt 
More divisions tor 


l. The headline (to get attention and 
. The inspirational lead-in 


. The definition ot the product 


. The success story 


\ definite statement of valuc 
Specihe urgent action copy 


The weakest point in so many 


product. I've actually seen many sales 


etters where the writer was so cocksure 
evervone knew about his product 

he forgot to define it clearly. So watch 
that point in your letters. 

This nine point Egner formula can 


be used in planning and writing a 


tolder or a 


(ec) The simplest formula I know ts 


the Picture-Promise Prove Push lor 
mula, illustrated here. I think I in 
vented this system myself .. . but I 


wouldn't swear to tt. Someone cise 


may have given me the idea. It, too, 
can be handled mechanically. But atter 
you become accustomed to writing by 
this method you can do it mentally. 
If vou are hard up for an idea and 
can't get started on a letter, simply 
I 


draw on a sheet of paper the tour rec 


tanyies suggested, or you can use i 
separate sheet of paper tor cach 
subject. 

1 have indicated in 


how this tormula can be coordinated 


the illustration 


with the one advanced by Frank Egner. 
In the first paragraph, or sentence, 
or page, picture what your product or 
service can do tor the recipient in terms 
ot his needs (not yours). In the sec 


ond sentence, or paragraph, or page, 


promise how your product or service fits 
the picture... fills the need or desire 
ot the rec pient ol the letter. In the 


third section, prove how you can fultill 


the promise. Deo that by testimon als or 


statements of value. In the last sen 


] 


tence, or part of your letter, push tor 
definite action Make that action clear. 


And close with that action request. 


Many people have found it easy, or 
easier. to write this kind of a letter 
vackwards. That is, write the last para 
graph first. If you put down in plain, 
simple terms exactly what vou want 
the reader of your letter to do . t 
rest of the tetter w 

Then don’t forget the One time 
when | was lecturing on better letters, 
» man in the audience said he was glad 
to hear me praise the PS. A teacher 
in school once nearly flunked him tor 
using P.S.’s in the sample letters he 
wrote in business composition class. 
The P.S., the teacher claimed, meant 
pretty sloppy. You should be able to 
say what vou wanted to say in the body 
of the letter. But the professor was 


wrong. 

Test after test has seemed to prove 
that letters mailed with a P.S. will 
outpull those mailed without one. It 
all yoes back poss bly to that old idea 
ot human inertia People are lazy. 


When the average person gets a letter, 


he involun irily looks at the siunature 
to see whether the person signing the 


letter is important enough tor im 
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q 6. Special teatures 
9. A 
letters is Item 3—the definition of the 
A 


mediate attention. When the eve is 
there at the signature it is easy for the 
eve to tall on a PS. Hf the P.S. re 
states the first part of the letter (and 
doesn’t push for action) the mind of 


the reader will force the eve back to 
the first paragraph. 
The main idea is to develop some 
sort of formula in writing vour let 
ters. Use any of the five | have given 
vou above \ tew people have criti 
cized me tor preaching the advantages 
ot tormulas. Some expert letter writers 
tell me they use no formulas: that for 


mulas will 


stody 


make vour copy ~ 
that formulas may cause you to freeze 
up. But such reasoning is mostly bunk. 
The best writers, including those who 


sav thev do not use formulas, invol 


untarily write their letters to follow a 
tormularized presentation. 

I had one peculiar experience in re 
lation to tormulas wh ch should be 


logical 


recorded here 

\ member of one of my classes 
brought some letters to me for criti 
cism. hev seemed like vood letters. 


Thev had powerful punches. But thev 
were not pulling. couldn't under 
So I began 


questioning h m about his former ex 


stand what was wrong. 


perience betore he got into direct mail 


work. I found out he had been an 
expert in field selling. He had man 
wed many crews of field selling or 


house-to-house salesmen. He 


had ad 
vanced nto the advert sing department 
bec iuse ol 


And then discovered 


wrong with his sales letters. 


his success in treld selling. 
what was 

He was 
using the old technique of field selling. 
where vou throw a “trial pitch” and 
then listen to the objections or the re 
The next pitch 
what that reaction is, 


actions of the re 


based on 


pient. 
1S 


whether it is negative or positive. These 


ire called “trial nitches n field selling. 
This expert in field selling was throw 
me h s pitches too soon and too often 


n his sales letters. He was filling his 


sales letters w ith all sorts of trial pits hes 
vetore he had aroused interest and de 
sire. 

Don’t try these tactics in vour direct 
mail. Remember that direct mail is 
1 one-way conversation. You cannot 


hear the arguments of the recipi nt. 


You must present vour entire storv 


in logical fashion—picture. promise. 


prove, push—or whatever formula you 
use. Your final answer does not come 
until the prospect gets to the end of 


vour letter. He either uses your reply 


card or he fails to use it. Don’t throw 
vour pitch until the end... if vou 
using persuasive direct mail 


vou are trving to get definite action. 
This completes my suggestions for 
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study on the subject of “what you 
about the construction 
and writing of letters.” You can read 
a lot of books on the subject . but 
I dont know how much help they 
will be. You can only improve your 
letters by writing and by studying 
other letters. 

But I do recommend a reading of the 


should know 


two books mentioned previously: 
1. The Art of Plain Talk by Rudolf 


esch. Published by Harper's. Price 


Jw, 

2. Tested 

John Caples. 

Price $3.50. 
Those two books will help vou to 

The rest is 


Fl 
$2 
Idvertising Methods by 
Published by Harper’s. 


rain a better use of words. 
up to vou. Try to eliminate your 


faults. Try to improve each letter 
you write. And as | mentioned before, 
you may obtain a lot of valuable help 
by getting the reprint of Howard Dana 
Shaw's articles which appeared in Tue 
Reporter oF Direct Maw Apverris- 
inc. He has said about all that can be 
said on the subject of analyzing and 
preparing letters. 

The next session, or section, should 
be of great help in determining what 
tvpe of letter you need. It’s a subject 
which, to my knowledge, has not been 
tackled in any textbook on direct mail. 

Caution. Don't lean too heavily on 
formulas or idea files. There is no sub- 
stitute tor originality and inspiration. 
Don’t try to “steal” someone else's copy. 
It may not work in your case. 


Headline - or first sentence to evoke 


desire as well as get attention 


Success story. 


Definition of product or service. 


Testimonials and endorsements. 
Special feature 


Statement of value. 


Action closer. 


Rephrasing headline 


Ae 
thes 
j 
Wa 
= 


exclusively 


BUYERS 


M Women and Juvenile 
- ul order buyers of 
B Apparel 
Ite 
Magazine Meme 
ptior Pe 1 
Me mndise A ~¢ rie 
I ry be h 
y t br 
Ae 
A € 
DMAA CONVENTION 
718-19 
nk M 
Hotel 
tke spe 


Ast Catalog on Reque st 


BOOKBUYERS LISTS, Inc. 


363 Broadway 
New York 13, N.Y. 
WOrth 4-5871 


Section ‘or Session) 4: 


What You Should Know 


About Analysis And 


| have mentioned it before .. . but 
will repeat. So many people in direct 
mail work get contused. They read 
a book. The author emphasizes one 
type of direct mail too much. So the 
beginner and even some of the old- 
timers try to copy the style or the sug- 
gestions of the author. And that 
style does not fit the particular type of 
letter which is needed for the imme- 


diate job. 

So | am going to review briefly some 
ot the different styles of letters, or the 
different types of approach. 

We have already covered the straight 
mail order approach in Section 3. You 
have already studied Frank Egner’s 
formula and the other formulas 
which should be used when you have a 
persuasive job to do. When you want 
to yet immediate reactions in definite 
orders, or inquiries. 

For the time being . . . for this 
section... trv to wipe out of your 
mind all] thought of the purely mail 
order approach. 
e¢ you, in your work, using the 
right type of letter? Are you acquainted 
with the various types of letters? Here 


are some which you should study. 

First, you should consider the so- 
called cordial contact. That definition 
was popularized by Jack Carr. 

It is the kind of letter that can be 
a combination of reminder and_ per- 
But the cordial contact type 
of letter is definitely low-pressure. 
Cordial contacts are a handshake mes- 


suasive. 


sage. 

Jack Carr claimed that if you take a 
mailing list of 1000 names of actual 
potential prospects, and if you mail 
them a cordial contact once a month 
for twelve months without very much 
selling, or without the use of action 
closers, you will hear from 142 by the 
end of the first vear. At the end of 
five years, 70° of the total list will 
have made tnouiry, come into the 
store, or actually 
The other 30 will have died or 
moved away. Those definite figures 
may not apply in all cases... but T 
have seen them work in many cases. I 
know of one of Jack's customers who 
has mailed out a letter every month for 


become customers 


Criticism of Letters 


the past 24 years. That amounts to 
288 separate letters to a mailing list 
of customers and prospects. Most of 
those letters did not ask for an order. 
They simply reminded people on the 
mailing list that the firm was in busi- 
ness and the service was available 

In the cordial contact type of letter 

. vou usually start with a short story. 
The story should be appropriate and it 
should be short. That is, the story 
should tie in easily and naturally with 
the point you want to make. 

I will give vou a typical Jack Carr 
letter. One of his famous letters. It 
was first written in 1924 and has since 
been used by thousands of business 


organizations, 


i 
Dear Frien 
t ct I ever w 
x good alt It w written 
en i cd Santa Cia 
screen agination, the 
at tre I hea Sa 
i i kat 
Stuart i i i gu An 
Pron kate I inne t 
t i get up with a sn I 
taught it 
an ighty ¢ h 
tha I get along 
gun It w fi betore I w 
I st k te ind that ‘ I k 
t ‘ »aw talk 
t ng igo 
g an ne to Santa 
And I am te mer t wr 
this car at i t 
u an u Like he was to m 1 long, 
mw ume ago 
Cc rd lly yours 


SIGNED 


Of course, at other times in the vear 
the cordial contact letter should defi 
nitely be tied in with the product or 
the service. 

Many other people have used the 
cordial contact technique, such as John 
Yeck of Dayton, Ohio. Fred Dexter. 
who sells pecans and diapers in Hous 
ton, Texas, uses low-pressure, cordial 
contacts entirely. 

As part of this subject... vou should 
consider postal cards. 

Thousands of small retailers have 
used monthly postal cards simply to 
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build up cordial contacts. Not to sell 
specific merchandise. 

Orville Reed of Howell, Michigan 
has used postal cards exclusively to 
build up a successful counseling bus 
iness. He has used the same _ postal 
card technique for the clients he has 
sold by postal card. Constant, continu- 
ous, triendly reminders. 

We recently told the story in Tue 
Reporter about a designer who used 
26 clever, low-pressure postal cards to 
a selected list within a mailing period 
ot two short months. Low-pressure, 
but constant hammering. 

Too many people connected with di 
rect mail work do not appreciate the 
importance and power of these low 
pressure, cordial contacts. So study 
them and use them wherever possible 
in your business. 

2. Public relations and publicity let 
lers lere is another subject which 
has received little attention trom direct 
mail experts and authors. It has tre 
mendous possibilities. You want your 
letter or direct mail piece to do more 
than influence one person. You want 
to get publicity. You are sending your 
letters, press releases or direct mail 
pieces to the so-called “centers of in 
fluence.” You are trying to multiply 
your impressions. 

The letters or the press releases 
should definitely not be high-pressure. 
They must be honest. If press re- 
leases, they should be written from the 
editor’s viewpoint. 

You can tollow all the rules given 
in the formulas in Section 3... such 
as Picture-Promise-Prove. But you 
cannot Push too hard. 

Also remember the Flesch rules 
given vou in Section 3. Don't make 
your sentences too long. Don't use 
long and un-understandable words. 

Many orgamzations which should 
know better use atrocious public rela- 
I have one horrible ex 
ample from the Association of Na- 
tional Advertisers. They used a 65- 
word lead sentence. The American 


tions releases. 


Management Association used a press 
release with a 36-word lead sentence. 

So tar as I know, there isn’t any 
satistactory book on the overall subject 
ot direct mail in public relations... 
but I enjoyed reading Educational Pub- 
by Benjamin Fine, education 
editor of the New York Times. Pub- 
lished by Harper's. Price $3. It is 
slanted to the publicity people in 
schools and colleges, but much of the 
material could be applied to many 
other lines of activity. 

If you want to get good publicity 
for your company, or its products or 
services, by press releases or publicity 
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Tested Method for Increasing Mail Order Sales... 


How to Win New Mail Order Customers in Volume 


By “Jim” Mosery 

Perhaps YOU sell direct by mail to 
the Consumer in Volume, or have been 
eager to discover how you can boost 
sour Mail Order Sales in a large way 
Ww opening New Mail Order Markets! 

It so, vou wall find that it will pay 
vou handsome dividends (now and 
ater) to outline (in confidence) full 
details of your volume mail order sell 
ng problem—and opportunity, with 
samples of direct mail, radio or tele 
vision copy or space advertising. It’s 
well to indicate your break-even point, 
what you've done so far and your plans. 

The sizable and experienced MOSE 
LY SELECTIVE LIST SERVICE Or 
ganization, 38 Newbury Street, Boston 
16, Mass.. (Phone COmmonwealth 
6-3380) will analyze your own special 


needs and custom-prepare MOSELY 


Selective “cream” Mail Order List 
Recommendations for one-time rental 
addressing tor keyed testing .... with 
out cost or obligation. 

You get MAIL ORDER LIST 
HEADQUARTERS’ INDIVIDUAL 
IZED INTEREST in you and your 
mail selling Future backed by famous 
MOSELY DEPARTMENTALIZED 
GROUP SERVICE—®6 skilled service 
teams which concentrate on helping 
you torge torward ... . without salary 


or overhead cost to you! 


Perhaps Winter, 1951-52, will bring 
YOU a big swing upward in MAIL 
ORDER SALES NEW MAIL 
ORDER CUSTOMERS IN VOLUME 

More profits... . in close col- 
laboration with MOSELY. Might it 
not pay to write MOSELY in detail 


TODAY? 


obligation. The Kenro will more 


Here's 
What a Kenro 

Offers You 


326 Broadway e 


Now ... Your Own Complete Offset Platemaking Dept. 
Under AMAZING KENRO RENTAL PURCHASE PLAN! 


No Obligation -- No Need To Buy Equipment 


The KENRO RENTAL PURCHASE PLAN 
offers you the opportunity to prove it to yourself 
. that the KENRO CAMERA PLATEMAKER 
can cut your present offset plate costs, 
You can now rent a Kenro for a three month trial 
period at a very low cost. At the end of this 
period, you may either keep the Kenro and apply 
the total rental charge toward the purchase price 
ot the equipment, or return it without any further 
than pay tor 
itselt during the three month period. 


® Offset Necative and Plate in Less Than 30 
Minutes ‘About 25 a Day). 

Quolity plus Economy—Kenro Negative-Mater- 
ial Plate Cost About $1.00 each. 

Easy, Simple Operation—Even a Girl Can Use It. 
Line Negatives Up to IIxl4 

Contact Halftone Negatives Up to 8x10. 
Burns-in Offset Plate with Platemaking At- 
tachment 


See the Kenro In Action at the MASA Convention 


TOM DARLING 
Addressing Machine & Equipment Co. 


New York 7, N. Y. e 
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No matter whot your collating problems 
are we can solve them for you. Illustrated 
is our new Table-Top collator. Only 
15 V2 inches square it combines the best 
operating features of our larger collating 
models. Faster collating with a 

of cffort and a visible check for accuracy 
ore features of this new model 


One in a space 
smaller than a small desk can 
handle all of your collating needs. 


The coupon below will bring you full 
information and descriptive literature. 


THOMAS COLLATORS 
30 Church St.. New York 7 


Send me “R’ | “ 
Name 


Company development 
Address 


SPECIALISTS IN PAPER GATHERING 


I'll be seeing you at the DMAA and 
MASA Conventions in Milwaukee 
October 13-19 


JAG 


\) ... are those hard-hitting attention 


er—>E getters to put on letters and cir 


" culars to hold the attention and 
keep them out of the waste basket. 


These are a few of the 800 differ 
ent gadgets | have © Send $1.00 


tor catalog and 50 different gadg 


ets © Write for new supplement 


to catalog © Seli your prospects 


on results and you get repeat 


orders. 


A. MITCHELL 


Room 725, 111 W. Jackson Blvd., Chicago 4 


letters, study this subject of low 
pressure selling. Best rule ... be honest 
and sincere. 

3. Transmittal letters. 1 have never 
seen this subject covered adequately in 
any advertising textbook. But it is 
important. Transmittal letters tail into 


the classification of low pressure Too 
many companies issuing booklets send 
them out cold. Test after test proves 


that the transmittal letter increases the 
attention tor a booklet. Even a simu 
lated handwritten message attached to 
the cover of a booklet increases the 
attention value. 

But be caretul of your writing tech 
mique. Make it enthusiastic. Don't 
tell too much about the product or the 
service described in the booklet. Don't 
be stodgy. Don't act as if you were 
ured and had expended all your effort 
on the booklet itself. (As most writers 
do.) 

Your job in a transmittal letter is to 
sell the ulea of reading the booklet. 
That is your only job. 

Don't use stuffy, unnecessary phrases 
like “we take pleasure in sending you 
the enclosed brochure.” “We are 
pleased to send you herewith our 
latest,” ete. 

I have had the opportunity of talk 
ing to many men and women in the 
advertising profession whose principal 
job it 1s to plan and create expensive, 
informative booklets. I have told most 
ot these people that they expend all 
their enthusiasm and energies on the 
creation and production of the booklet. 
The glamorous part of the job. When 
it comes time to send the booklet out 
or to mail it in response to inquiries 

. they have lost all their steam. They 
ire ured. The booklets are good . . 
but the letters are dead. 

Here are eight points of advice I 
have given to these booklet planners. 
1. Be enthusiastic, but low-pressure . . 
in vour transmittal letters. 

2. Use the same formulas you would 
use in writing anv other kind of a 
letter. But be careful of the push. 
Change the push into helpful sugges 
tions for possible use. 

3. Use the transmittal letter to arouse 
recipient's interest in reading the en- 
closure. Your first line should be the 
most important to the reader. 

4. Don't boast. Don’t point with pride. 
The recipient doesn’t care a hang 
whether you are proud of the booklet 
or not. 

5. Avoid useless words and we-itis. 
6. Don’t make a speech. Don't be 
stuffed shirt. 

7. Have a logical sequence. Dramatize 
the need for, or the use of, the en 
closed booklet or brochure. 
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8. Wind up with a specific suggestion . ” 

or offer. FASTER addressing withour What is “Carbo-Snap"? "Carbo. 
Your PS. can point out some par Machines, or Plates? 3.08 rd 
ucularly helptul section of the booklet. she with BUILT-IN carbons mode with 
One tellow I know uses a filled-in, top and 
Available in Duplicate, Triplicate 


simulated, handwritten P.S. on the 
and Quadruplicate sets. 


bottom of his transmittal letters. They : 

read, for example, “This information oe J 

Hoke.” NA SS down to last row. Take label set out 
Some day we may get around to of typewriter, snap the top margin 

writing a book on this one topic. There FINGERS 

is more money wasted in this particular yey : , NEVER TOUCH THE CARBON. 

phase of direct mail work than in any 

other. National advertisers will have 

yensive DOOKIets ... and then ict their 

FASTER Duplicating for MAILING LISTS, 


whole effort flop by poor and shoddy 
transmittal letters or none at all. LLOW-UP 2 
with eee 
It this subject applies to your busi- FO o U S, 
ness . . . study it for all it’s worth. 
It's foolish to spend good money on 


expensive printing . . . and then not PENNY LABEL CO 
ry 

get maximum return on your invest $ last row). 9 Murray St. N.Y. 7, N.Y. 

ment by using the wrong kind of Please send me FREE sample of 

4. Getting-somebody-to-do-something the top margin to 

which carbons are 

letters. These are hard to explain, but Insert set in : attached. and throw NAME 

they are definitely low-pressure. For typewriter eine 

instance, do some thinking about pre ae. BO 

selling letters. Letters sent out in ad- , ADDRESS. 


vance of salesmen’s calls. Usually a city 


series. Each one hits on a particular 
STATE 


selling point. These letters usually do 


not drive for immediate action. For 
example, one company | know gave up 

enclosing inquiry cards in their pre- 
selling letters because they discovered, 


salesman to call on the entire pre 


circularized list, the salesmen sold as 
much to those who did not send in 


by actual test, that if they got their | 


cards as to those who did. Other tests 
have indicated that salesmen sold more 


to a precircularized list than they did 


when calling on an equal number of 20 YEARS OF DIRECT MAIL & ADVERTISING SERVICE 
prospects who had not received the @ MIMEOGRAPH All stencils accurately cut on Elec- 
DUPLICATING tromatic Typewriters 


@ MULTIGRAPHED Good looks achieved on every 
LETTERS letter with brand-new type 
@ OFFSET PRINTING Letterhead, Body and Signature in 


. one operation—Office Forms—Ad- 

(MULTILITH) vertising Pieces, black or color 
@ COPY PREPARATION DSJ Varityper, Executive Modern 
(Direct Image & and attractive type-faces lend in- 

Photo Offset) terest to your message 

. Folding, Metering, Stamping & 
@ MAILING and Tying Machines speed mailings. 
ADDRESSOGRAPH Your lists set up on addressograph 


plates and maintained 


pre-approach letters. 

I cannot recommend any books on 
the subject. You will have to study it 
vourself. So be careful. Use all the 
tormulas which may be applicable. But 

you are doing a pre-selling job by 
mail, do not use high-pressure mail 
order tactics. 

5. Inquiry-seeking letters. Were is 
a phase of direct mail in which you 
must be most caretul. 

Rule It you are trying to get in 
quiries for a booklet, your only job 
is to sell the booklet. Not the product 
or the service the booklet tells about. 


It has been the experience of many — 


talk too much about the product, you FR anklin 2-8734 y 


automatically screen out the people 


who have set their minds against that w . 
product .. tor one reason or another. Luise Storz 180 eo” Alma Underwood f 
MEMBER MATL ADVERTISING ASSOCIATION 
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\nother point to remember: Inquiry- 


seeking letters ditler trom mail order. 


12 HELPFUL SERVICES 
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In mail order, your best tormat 1s a 
letter, circular, order torm, return en 


velope (except subscriptions 


© PROCESS LETTERS to a well-known magazine . . . where 

PRINTING 
PERSONALIZING 
ADDRESSING 
MAILING 
MAILING LISTS 
DUPLICATING 
MULTILITHING 
RULED FORMS 
CREATIVE SERVICE 
COPY AND ARTWORK 


SALES LETTER 
WRITING 


the magazine itself takes the place ot 
the circular). The mail order tormat 
es not seem to work with inquiry 
letters. 
| have seen tests where the circular 
(seeking inquiries for a booklet) 
mailed alone pulled the least number 
\ letter and the circular 
mailed together pulled the next highest 
number of inquiries. But the letter 
lone pulled the highest. This seems 
to be illogical . . . but the answer ts 
The circular alone told too 
about the product described in 
woklet, and the recipient made up 
mind immediately whether or not 
was interested in the product. The 
ilone emphasized the value ot 
woklet, and therefore the recy 
inxious to send back the 


card so they could see the booklet. 


THE RYLANDER COMPANY 
Our 24th Year 
19 S. Wells St. Chicago 6 
FRanklin 2-5953 


So when vou are getting out in 


quiry-seeking letters, decide just how One other point about list<leaning 
much of the story vou want to tell. letters. You can often use so-call 


And here is a word of caution. 1 rabbit-habit technique. You know how 
1 
have seen cases where an unwisely rabbits multiply. When vou are send 


worded letter pulled too many inquir ing out a list-cleaning letter, 


ind theretore wasted the ume o people on vour mailing list to st 
the salesmen, or wasted too much ex he names of other people who mi 
pensive printing That 1s, the letters be interested in receiving vour material. 

like o asked 


wer oo enthusiastic, they promised Remember . . . peopl 


too much, and they pulled too many for their advice. They also 


curtosity seekers. « helptul. So when appropri. 

In inquiry-seeking letters, decide ex some space available t 

actly what kind of inquiries you want, of new names on vour list. 

and then tell enough of the story to Only possible recommendation tor 

PUNCHES sheets ond « arouse interest and get immediate ac further studv: Watch Tue Reporter 

or weight, quickly, occure tion requesting what you have to offer. ov Dintct Mam Apvertisinc. We re 


6. List-cleaning letters. Here 1s an port on as many list<leaning case his 
other direct mail approdc h where the tories as we can obtain 

selling must be low-pressure. The ap . The questionnare or research 


proach must be friendly. You are ask This is bject which ts so ot 


or... but you are detinitels nevlected in I mail or advertising 


make a sale... which in this textbooks. The subject is so important 


BINDS up to 250 books on hour with case Is to get help in making your Remember that people hike to be asked 
colorful GBC plastic bindings le > 
mailing list better. No use to deseribe tor their advice Remember that you 
1 
BIND THIS MODERN WAY this phase in detail, but there are all can use the questionnaire or research 


sorts of approaches. Here is a_ place type of letter in build 1 tact analysis 


right in your own OFFICE where you can use appropriate humor, ot vour business ... in making an 


or plant cartoons, gadgets. analysis of resistances. 


Add prestige, color and utility I heard of one test where returns There are tour types of questioning 
to reports, presentations, cata } } | 

logs and all printed material were increased four times by the sim surveys which can be conducted by 
with this handsome plastic bind 
ing. Complete office equipment’ } 

costs no more than a typewriter pencil in die-cut slot in the letterhead 1. Purely research (where you are 
Binds a book for a few cents. ] } le! 

Anyone can do it in seconds. so the recipient could easily fill out the solely interested in vetting tacts). 
Special Trial offer rey » corrected list-changing return card. 2. Selling questionnaire (where the 
— ' For the records, I will give you an questions themselves put over sales 


ple device of inserting a small bridge mail. 


example of a good list-cleaning letter. points for your company or product) 


It has been used by Tom Lindley ot the 3. Combination ot sales and research. 
International Nickel Company. This You are interested in getting facts but 
letter has pulled returns as high as you also want to put across sales points. 


80) (to technical lists). 4. The keep-sold questionnaire 


General Binding Corporation 
808 W. Belmont A Dept. RD.10 
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(where vou are interested in keeping 1. As to copy: rate sheet, in order that the prospect 
the old customers ret d ot your (a) “Will vou do me a favor?” angle can keep the letter. 
Use colored paper for the ques 


nterest in them... out vou are al seems to be the best opening. {c) 

; 
trving to un tance tionnaire sheet; use a olored envelope 
nts). tor the reply envelope 

(¢) Emphasize that each individual 

Don't ev anvone tell you busi- (ad) Metered 
reply is important } 
nessmen do not respond to question- pulls just as well as stamped first class 


naires. (d) Point out how litle time it will mail on the outgoing envelope. Save 


pla 
3rd class mail ordinarily 


Leonard Raymond of Dickie-Ray- really take to answer the survey; how on your outgoing postage and apply 
mond in Boston, Massachusetts gave casy it Is to answer. to putting a stamp on your reply 
us the following test results of ie (e) It a c.o.d. (business reply permit) envelope. 
on a questionnaire mail envelope is enclosed, be sure and men (ce) Use a stamped reply envelope it 
Top executives Y, | tion it. It a stamped reply envelope is you want maximum returns. Returns 

Cover $10,000) enclosed, be sure to emphasize 1. are almost always doubled when the 

Secondary executiy 25.8 pli (t) Whenever possible have your ques- stamped reply envelope is used. 
(35.000 810.009) tions arranged so they can be answered Caution: Don't let this rule confuse 
19.5 | with either a simple YES or NO... you in other types of direct mail work. 
($2.500 to $5,000) or through the use of check marks. When the action requested involves the 
You will usually tind u question (gp) It you have a list of ten items you immediate expenditure or promise otf 
work that the percentage ot want your prospect to check his pret money, don’t use a stamped reply en 
phes are dependent on the intelligence erence tor, you will cut down returns velope. The stamp itself will not 
brackets of the people on your list. The it you ask him to number them in the duce any more people to part with 
1.Q. ... the bet the re order ot his preterence, up to five. It their money. The business reply en- 

sponse. you merely say, “Check the five most velope will pull just as well. 

There . ter e ri important points” you will “up” re The whole problem ot questionnair- 
torm } shoul ! turns. ing or researching by mail is fascinat 
questionnaire mailing eonard Ray 2. Mechanical tactors: ing. You can study it best... by 
mond, at indreds of tests, decided (a) A tilled-in or personalized sales doing it. 

I | were the most tavor letter selling an enclosed questionnaire 8. Routine letters... or just ordinary 
haracteristics of mail is better than the questionnaire alone. letters. So tar, we have covered or 
(b) Have the questionnaire on a sepa outlined a study of mail order or direct 


JUST HOW COSTLY 


IS DIRECT MAIL WHEN DISGUISED? — 


The circular or folder mailed in a penny-saver envel pe aims for the re- 
ception and respect accorded first class mail. But. .. how often does it get it? 

The cost of this type of mailing must include 

Envelopes—estimated $3.50 per M. 
Inserting 1.50 per M. Hand sealing 2.25 per M. 
The self-mailer is a straightforward advertisement— 
YOU CAN AVOID and doesn’t masquerade as anything else. The self- 
THIS NEEDLESS mailer can carry advertising on the outside too, if 
desired. It entails no added outlay for envelopes and 

printing, inserting, tucking flaps, etc. 

Sealing of self-mailers can be done by SEAL-O-MATIC, which does the 
work of fifteen or more manual sealers—and does it faster, better —and 
naturally at much lower cost. 

SEAL-O-MATIC cuts seals from a continuous tape and 
affixes them over the edge or within 2” of the edge of catalogs. 
broadsides, booklets, circulars, etc.—at wp to 15,000 per hour. 

Portable. 45 high. Costs come down. Mailing schedules are more easily met and— 

600 lbs. Takes 6 x nobody is bidded! 

2’ of floor space. SEAL-O-MATIC Service is available through printers, bind- 
ers and letter shops outside of Metropolitan New York. We'll 
gladly put you in touch with the one nearest you. In Metro- 
politan New York, SEAL-O-MATIC Service is had from 
AUTOMATIC SEALING SERVICE 115 Christopher st. New 

York 14. Write us for complete information, 


Sea/- \-Matic MACHINE MANUFACTURING COMPANY, INC. 


Chestnut at South Main Street SOUTH HACKENSACK, NEW JERSEY 


Automatic Sealing Service, Inc., 115 Christopher Street, New York, N. Y 
Exclusive Users and Operators of the SEAL-O-MATIC Sealing Machine in the Metropolitan New York Area 
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selling letters (Section 3). In this sec here are a few miscellaneous sugges derlined in blue pencil in a short let 


p ton we have «discussed the most im tions ter of 23 lines. In other words, the 
‘ portant kinds ot unusual or low Develop the blue penal technique. headmaster was suffering trom we-we 
me pressure types of letters I always suggest to my students that itis. He was more interested in him 
¢ Now [think vou should get down to they carry a blue pencil in their pocket self and his school than he was in 
ni i study ot a tew ot the details of ilways. | don't know why a blue pen the recipient ot his letter. ? ' 
routine correspondence. cil as any better than a red pencil... Trv that blue pencil techmque on 
Many books have been written on but blue pust seems to stick out better vour letters. You may be shocked and 
% he subject. Some of them are good in correcting a letter. surprised. I have one horrible example 
. Some of them are bad. Our old friend It you are trving to break voursel! betore me in which 26 WE and OUR 
a Cy Frailey does a good job. Prentice (or others) of bad habits in routine phrases were used in 26 lines. That's 
= Hall recently printed Cy's latest book correspondence or any other type of batting exactly 100°) bad. When you 
; enutled The Sales Manager's Letter etter, go atter one bad habit at a are using the blue pencil technique 
he Book The price is $5.65 time Take vour old carbons or newly and vou have your letters all marked 
Bill Buttertield has written numerous written letters . . go atter all the up... then it is a simple system to 
os woks covering specialized fields, such We. I, Me, Our, Mine, Us expressions. change them. Take the blue-penciled. 
is banking. My suggestion is. yet Underline all these expressions in your underlined expressions and change 
the best available book on general cor letters For instance, | have betore them to YOU or YOUR. Your letters 
7 respondence. But read it with a quiz me a letter written by the headmaster will be much improved. 
d cal eve. Don't accept all the examples ot a preparatory school. I have just Then suppose you are trving to break 
aa quoted as being good or pertect ex underlined expressions such as this: vourselt or others in your organization 
imples ‘We had the pleasure of . . . we have ot the THAT habit. Take the blue 
It all boils down to a few simple not heard trom vou... we are inter pencil and go atter all the opinion 
pr ples. Every letter mailed by any ested in... some problem that we may phrases that wind up with THAT. 
company should be a sales letter. It ud... our experience .. . we shall be You will also be surprised. Underline 
cS should be a good will building letter pleased to... we sull have quite... all such expressions as: I trust that... 
; You can use the same tormulas or the we shall have . . . we did last vear ... I know that you will be glad to know 
same principles described in other sec allow me to suggest that . . . we do not that... am happy to interm vou 
tions ot this study outline Espe plan... trust that we may have... that... 1 have just been advised that 
; cially the-cat-crossed-the-street and the that we shall hear.” ... allow me to suggest that . . . we 
tensionof-restriction techniques. But There are 14 WE expressions un understand that... | was very pleased 


E From one position, the pressman is in complete control of this Harris 
7 press — feeder, drive, front guides, fountain. He makes it respond to his 
- For the man requirements for quality and speed; his production record is better 

That's partly what we mean by pressman’s profit. 
4 on the press Plant owners and their customers also profit from Harris presses. De- 

‘ ... PROFIT! pendable production of top-quality work means more satisfaction, more 


jobs and more business all up and down the line. 
You should know about the new, small Harris presses. Write today. 


HARRIS-SEYBOLD COMPANY 
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to learn that... | want to express 
hope that... ete. 

| ne more you use the blue pence il 

the more you will be alarmed at 

the number of trmes you have used 

d phrases in your letters. By 

ising the blue pencil . . you will 

learn to eliminate those THAT 


Ii you are trving to eliminate trite 
or useless expressions ‘ go after 
them separately with a blue pencil. 

And don't be worrted ... if you are 
nelined to “treeze up” in your letters. 
Some of my students in the past have 
come to me w th fears in their eves 
: complaining they were able to 
writ a pretty yood letter betore l 
taught them the blue pencil technique. 
Then they troze up . couldn't write 
a good ‘etter. Selt-conscious' 

But | always tell these frozen-up stu 
dents to relax and take it easy. Bad 
habits are hard to break. But they can 
be broken. It you have a bad case of 
we-itis or that-itis ... it will take vou 
ibout ten davs or two weeks to break 
vourselt of the habit. Once you get 


he new habit of eliminating the we's 


ind the that’s... vou will breathe a 


sigh of relief and your letters will 
flow along smoothly You won't be 
trozen-up. 

Vhe-hat-on-the-head technique. Here 
Ss another stunt which might help you 
with your closings, the end of your 
letter. A lot of businessmen freeze up 
when they get to the end of a letter. 
They don't know how to wind up 
gracetully. The wind-up of a letter 
should be very much like the wind-up 
ot a business or pers nal telephone call 
When you have finished your “pitch” 
Don't overstay your 


close your letter. 

ne. Close your letter as you would 

1 conversation or as you would it you 

were backing out the door. When I 


} 


t someone who wr 


meet tes a Very poor 
closing to a letter, | ask him to hold 
is hat in his hand and read the last 
paragraph of his letter while he is 
walking backwards and just. starting 
to put his hat on his head. Even the 


touchcest addict of poor letters 


ucts a nigh out of his own words if 
vou make him go through that bur 


lesque stunt of putting his hat on his 


head as he backs through the door 
while reading his own last paragraph. 
It vou want to trv it vourself on 


your own letters . use your secretary 


as the stooge. Seat vour secretary at 
your own desk. You take the hat and 
start backing out of the door while 


you read the last paragraph. Your sec 
retary will probably think vou had too 
many cocktails tor lunch 

But the-hat-on-the-head technique 
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will help you improve your letters. 
Some people have asked me, “What 
do you say in the last part ot a letter?” 
How could I tell them? I don’t know 
what to say in the last paragraph ot 
a letter. Every letter has to be differ 
ent. My only rule... say exactly what 
you would say if you were closing a 
conversation. And then quit. But 
don’t wind up with weak phrases, such 
as “May we have your consideration?” 
or “Thanking you tor your past pa 
tronage and trusting we may hear trom 


you again, we are,” or “Looking tor 


ward with pleasure to receiving your 
reservation, We are. Those are relics 
ot bygone days 

One final point about routine let 
ters... and it ts a controversial point, 
The dearless letter. 

Many people have tried to get awav 
trom the outmoded use of the “dear 
salutation 1n letters. “Dear” can mean 
beloved. A lot ot people you and I 
write to are not belove: 

The National Association of Ofhce 
Managers adopted a new torm of letter 


n which all lines are flush at the lett, 


@ COLLEGE LISTS @ INTELLIGENTSIA LISTS e FACULTY LISTS e MILITARY LISTS e 
bed n 
2 @ 80,000 Korean War Veterans (Rotated To a 
States since May ‘51) Growing Weekly. Rank 
and Home Address $15.00 Per M 
5 > 
3° 1,750 ,OOO college Undergraduates $15.00 Per M & 
bed 
* © 3,000,000 USA. College Alumni $15.00 Per M » 
<e 500 ,OO0Okraternity Alumni U. S. A. Colleges $15.00 Per M = 
> 
< © 150,000 College Alumni « 
a (Now Business Executives) $17.50 Per M = 
z = 
°@ 500,000 Top and Secondary Level ° 
2 Executives, Geographic $17.50 Per M ,, 
50,000 Undergraduates Attending 
Foreign Colleges $22.50 Per M 
v 
200,000 College FACULTY 
Fall ‘51 Semester (largest list in country! $15.00 Per M 
ze 200 ,OO0O college Seniors Class 1952 $17.50 Per M # 
2 @ 60,000 Foreign College Alumni $22.50 Per M & 
z 
3 Names available on labels or wall ess ir empt l Angele = 
College lists compiled each semester tho 
xtra charge clection b ithona z 
n 
= 2 
6238 WILSHIRE BLVD. 
3 — LOS ANGELES 36, CALIF. & 
e@ WEBSTER 1-151] 


@ COLLEGE LISTS e INTELLIGENTSIA LISTS @ FACULTY LISTS e@ MILITARY LISTS 
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WE ARE—TO SERVE YOU IN SOLVING YOUR 


LIST PROBLEMS. GIVE US THE OPPORTUNITY 


ARE YOU LIST-READY? 


TO PROVE OUR USEFULNESS TO YOU, 


Not 4 one-man organization. we are a group 


of trained 


and experienced list specialists 


and teamworkers 


® To bring our service closer to our clients 
in the Middle-West, we appointed Alan Drey 


Western M; 


To house our 


inager 


increased staff. we rented 


1,000 additional square feet for our New 


York office. 


Consult any large publisher or mailer as to our integrity and _ intel- 


ligence 


the 


257 


MLALA 


A Dun & Bradstreet report is available 


WALTER DREY, INC. 


Mailing List Consultants 


Fourth Ave 


333 N. Michigan Ave 


Write for your free copy 


New York 10, N. Y 
Chicago |, Ill 


We are members of 


A.C and Hundred Million 


Club. 


ORegon 4-706! 
Financial 6-4180 


of How-When-Where of Mailing List Service 


Want 


Some Products We Have 


Some Concerns We 
Hove Served 


Helped to Sell 


Better Results? 


Then let us improve your direct mail. 
Give it sparkle. Give it punch. Make 


it sound. Make it pull. 
bre You a MANUFACTURER 
DEALER RETAILER 
MAIL ORDER OPERATOR 


( nl R 


It Won't Cost You a Cent 
1M 2-8 


Chase & Richardson, Inc. 9 Eost 45th St, NY. 17, NY. 


MAGAZINE or BOOK PUBLISHER? 


the «late, name and address, 


ot the letter, and the signature at 


bottom. All “dear” salutations are 


chiminated, also closing expressions. 
The letter s nply starts trom the first 
important 

Some of us in the direct mail bus: 
ness have been using a different torm 
for vears. We eliminate the “Dear 
Mr. Jones,” or the “Dear John,” salu- 
tation, Dut we nelude the person's 
name in the first lin 

That is, we place the first three or 
tour important words of our first sen 
nee on the first ne ot our letter, 


persons name. We use that 


1. 
dear salu 


For mstunec, We nav start a letter, 
“It was good, John, to get your tine 
\ugust 17. We place the 
“It was good, John.” where we tor 


merly placed “Dear John Then the 


secretary drops down to the first para 

graph but does not use a capital letter. 

These so-called  “dearless letters 


have created quit i controversy in the 


business tield Some companies Nave 


d olently igainst them. Too 


undignified, and so torth. But many 


npanies which have idopted the 


dearless” form have been surprised at 
the reaction to them The people who 
receive such letters respond n the same 
vein. The letters become more triendly 

It vou will write to Tie Reeorrer 
or Dirntcr Mam Apvertisine 33 Phil 
ton Avenue, Garden Citv, New York 


Wwe W l send you tor tree the r print ol 


several irticles on “dearless letters 
Showing exactly how thev are used and 
explaining some ot the th ys toa na 
But tor the purpose of this outl ne we 
will give vou nine points of caution 


stvle do » the throat ’ your own 
management Wa until ¢ 
concerned thoroughly winced 


(You can trv it out on trends and close 
business associates.) Don't torce it on 
evervone vou write to. [ft you are writ 
ing Bank Presidents or people vou sus 
pect ol being stuffed shirts... use the 
“dear” (beloved) approach. 

2. Avoid any tendency towards flip 
pancy such as “Hh there, Mister 
W hosit.” 

3. Don't make the opening phrase 
more than three or tour words long, 
if ssible. 

4. Steer clear of the negative ap 
proach, as tor instance, “We're disap 
pointed, Mr. Customer.” 

5. Don’t include figures or numerals 
in the salutation. 

6. Shun the use of quotations of any 


ind, like “It was ‘swell of wou, Mr. 


THE REPORTER 


oly 
| 
eee in place of th - 
tation 
‘ 
lone W pany 
gett, n. In 
g than you are doing now. We 
Fook 
need, 
i 
nake 
Wi 
r j 
Someboxly. 
3 
| 


7. Don’t the salutation with 
CApressions as 


Smith.” 


recipient) 


Start 
“Good morning, 
{ The le ter reach 


the 


may 
the afternoon or 
evening 


Avoid 


for example, 


too much 


“We, ot 


punctuation, as 
the Jones Co., 
Mr. Brown.” 

9. Don't use slang expressions such 


Mr. Lucky.” 


“dear- 


as “You hit the jack pot, 
In other words ... if you use 
less” letters ... be sure you are natural 


and relaxed. Don't torce it and don't 
be smart alecky. It is a pertectly nor 
mal torm of contact by mail. 

x. 


most of the 


I have 


advice IT can 


now yiven you 


give you (within the 


this outline) tor the 


study of 
We 


persuasive 


Space ol 
\ll kinds of letters. have 


the 


letters. 
order, or 
We 


other types of letters, including routine 


covered mail 


tvpe ot letter. have covered many 


etters. We have given you suggestions 
tor turther study 

obtain the 
But 


You probably never will 
No one ever 


you can keep striving tor it. 


pertect letter. will. 


In our next and tinal session, | 


attempt to give you some advice on 


} 
some of the most controversial phases 


ot direct: mail. 


Section ‘or Session! 5 


What You Should Know 
About Questioning 


a wind-up session to clean 
So tar, l 
important 


up loose ends. have given 


you most of the tormulas. 


But there are a tew additional points 


that should be emphasized. tew 
warnings. 
or tests 


and test 
are unreliable. Many 
people test. For instance, in 


the industrial tield. You have a new 


cannot 
new intorma 
tion about old equipment. You don’t 
You must make the 


piece of equipment or 


have time to test 


mmediately. It you do not 


nmediately the in 


mailing 
make the mailing 
formation contained in it 1s out-ot-date. 


Theretore, you must learn by experi 
ence ... or by judging or interpreting 
the results of previous mailings 

Most test 


cause the quantities are too small. That 


reports are unreliable be 


One more vote of confidence from still another 
respected mailing list broker... evidence’ 
of the faith both mailers and 


brokers have in us. 
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statl 


a souree 


library 


But the insurance com- 
that the law of 
untul get 


is a long story. 
tell 
averages do not apply 


panies can you 


you 
into larger quantities. 
The 


a lot of tests are unre- 


is because of the tormula we gave 


reason 
yeu in other sections, such as Cow, ts 
not Cows or Cows is not Cow. List 
A in January is not List A in March. 

1 do not want to discredit all of the 
But I want 
im- 
reports are 
The tests may have 
More than 
one element might have been tested 
at the 

One of th 


tests that have been made. 
about being 


which 


to caulion you loo 


pressed about test 
publicized highly. 
incorrectly. 


been handled 


same time, 

de- 
reported by An- 
the United States 
will read this caretully 


screwiest’ cases ot 


1 
bunking 
Gould ot 


It you 


tests was 
thony 


Ne ws. 


ILB is reputed 
to have the best mailing 
nthe USA ...a 


who 


st source-library 
how 


any 


competent researchers know 


who can build almost 


ma ling list to suit your specications, 


INDUSTRIAL 
Place, 


45 Astor 


LIST 
New York 3, 


BUREAU 
New York 


GRamercy 5-3350 


on 
A 
| 
ge 


— you will see why you must be waters spilled over the banks of the 
How's 44? caretul in pudging test results. swollen river. 
4 a Andy Gould decided to test the ac Strikes, food shortages, stock market 
7 curacy of tests. He took a list of activity, political unrest, inflation, in- 
, jirect ma 26.998 names which were presumably ternational complications, mass buying 
unitorm in quality. As the names mood, etc... . inv or all of them might a 
a ° MAII were already tiled geographically, Andy influence returns and contradict former 
in ; LIST i've k dealt the names into 27 equal lists. tindings 
. 2 them Thus the Ist, 28th, 35th, 82nd, ete., I don’t want to make any of you 
ir names were in one list. Each list was too cvnical. I just want vou to be care- 
theretore composed ot 1000) names tul. The conclusions drawn trom the 
4 your trom all parts of the original list. results of any test might be: (1) ir 
; As Andy was seeking intormation on responsible or (2) not suited tor your 
A the size oft test that would prove most particular case, 
3 weurate, he assembled some of the But that's no reason why vou should 
lists to give him lots of various sizes. disregard tests. Learn to interpret 
F ” , mn To all lists he mailed the same letter them . tor your own use. Start a 
: and reply card. All went to the post tile of test reports. Get as many as 
- ‘ othee at the same identical ime. The you can. From The Reporter ... trom 
only difference in anv of the different anv available source. Discount those 
; lots was the kev number on the order which seem absurd, extreme or not 
i ‘ card. Here are the results ot the test. suited to vour needs. Experiment with 
4 Key N Siz oO Percoas the best ideas. Only in that way can 
40) you Improve your technique. 
; Morgan, who was formerly 
connected with Kiplinger's agency in 
13 Washington, and who ts now a direct 
ulla MADDERN 4 3 mail counselor in Washington, made 
Tot 6.498 ? 2.67 the tollowing conclusions about tests: 
LIST BROKER In other words . . . in these six lots 1. No single test is dependable. 
215 Fourth Ave.. New York 3. N.Y. Was ad or six aad one hall 
Charter Member National Council orders to the thousand. Yet every tac : gle’ 

Mailing List Brokers tor was as similar as it was possible to 3. It as absolutely essential to con 
make it. So what? All that was tinue testing on elements important to 
proved was that tests in small quanti the cost of structure. 
ties. unt With reterence to timing . . . Bovee 


This same Andy Gould ran another Morgan the ts of ten-year 
i} “screwball” test, which, when com made by Kiplinger. It proved 
t 
pleted, proved that every day in the ports 


1. The day of the week is no longer 


week (except Saturday) ts the “best” 


tr mos hecar pr 
LEARN YOUR A BC's to mail Three series of tests on types mportant to mailings because of pres 


7 ent uncertain post othce deliver > 
ot postage completely contradicted each v sched 
uics. 
(such as arch 1D income tax dav ane 
land made a test similar to the Gould 
} electio are meaningie 
report above George m tiled 24,000 on davs) ire lviess trom 
the point of view results. 
| habet Tracin dentical pieces divided into tive keyed 
3. The best time of vear to mail varies 
groups. The results 
from year to vear. The best months, 
ent n declining order of value, taken as an 


AvVerape over ten years were September, 


3K)? Ke January, August, March, October, De 
7 cember, February, July. November, 
Mav. April. June. 


= 
4 As vou will see... there was a But even that point 3 above is subject 
spread ot 35 between the highest and to change . depending on the line 
the lowest returns. Yet the pieces were of business you are in \ June mail ne 
Compare complete alphabets sizes 12 exactiv the same might be the best for some lines of 
to 72-pt., decide which face best suits WW) ' husiness 

any job, and accurately trace on lay- YOU analyze reports 
out. Get this set of 86 cards of 47 member that the possibility of plus or Remember that most of the test hig 
most popular ATF faces; showing minus error varies with the size of the ures you hear about apply to mail order, 


shoulders, alphat et le ngths, pece list Geogr iphical ocations cause per or the persuasive type of direct: mail. 
counts to 36-pt. New cards sent as 
made. Closely figure space end costly centage Variation. Also conditions You tolks who are stud Inge direct man, 
alterations. Round corners help insert ‘ hange rapidly . . . trom day to day. or who are follow ing this outline for 
cards under Id ine a — Just imagine what would have hap- study, should remember there are three | 
723.5 »omplete set only 
10°2 x wate oy I “ , AY pened to your test, to anvones test other types o d rect Ma ntormative, 
ostpaid, cash with order. Big help, .+. tf your mail happened to hit Kan utility and reminder. The test results 
Eis bargain. Order today! sas City, Missouri on the day the vou have heard about, and which have 
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been so widely publicized, may not 
apply to those three forms at all. They 
may not even apply to vour own per 
suasive type of direct mail (such as in 
quiry-seeking ) because not all persua- 
sive direct mail is intended to get an 
immediate order. 

But some tests, or experiences, are 
reliable. For example, here are a few: 

(a) You DO increase returns in the 
average mail order (persuasive) letter 
it vou use a circular along with your 
order torm and envelope. But this 
rule does not always apply. If vou are 
selling subscriptions to a prominent 
magazine, or an alumni publication 
a circular added to vour letter will us 
ually not increase returns. The reason 
ssimple. Your magazine is known to 
the class of people you are reaching. 
No circular in the world could possibly 
be better than the magazine itself. It 
the magazine 1s good, vour letter will 
pull. If the magazine is poor, your 


ietter probably ll not pull. 


(b) You DO decrease returns usually 
in an inquiry mailing if you include a 
circular with your letter. 

(c) As a general rule, third class 
postage meter permit indicia will pull 
today just as many returns as first class 
postage. Or, at least, the difference 
in cost between first and third class 
postage makes the third class mailing 
more profitable. 

(d) A stamped return envelope in a 
questionnaire mailing will increase your 
returns 

(ce) A stamped return envelope in a 
money-solicitation mailing, or in an 
order-getting mailing. will not usually 
increase returns because the action re 
que sted involves the immediate expend 
iture of money. There have been a few 
exceptions in charitable solicitations 
but sometimes the recipient thinks the 
organization sending out stamped re- 
turn envelopes is wasting money... 
spending it too carelessly. 

(t) Color tests are usually unreliable. 
all 


Some experts have tried to tell of 


us that pink is better than blue, or blue 
is better than white, etc. Or that one 
color is better in the winter than it is 
n the summer However, there is no 
such thing as a best color. But we have 
seen a number of tests which indicate 
that a colored return reply envelope or 
card seems to work better than a white 
reply card or envelope. 

(2) As a general rule, large mailers 
are finding that a running headline, or 
a so-called dummy fill-in, will pull about 
just as many returns as a filled-in let 
ter. But don't be fooled. It is not al- 
ways true. Especially in inquiry-seeking 


or questionnaire letters. 
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Preference Surveys whether the president liked large or 
small dlustrations. Whether the comp- 
troller liked a lot of illustrations or a 


All of you who are studying or brush- 
tew large illustrations. 


should h ive some 


ing up on direct mail 


warnings about preference surveys. And another time the interviewers at- 
There has been a lot of bunk handed tempted to obtain a vote on the preter- 
out about the findings of so-called pref ences for or against the seven most 
erence surveys. I could write or talk commonly used mailing formats. But 
for hours on that subject. For in- the interviewers forgot letters . . . the 
stance . .. a research organization tried most widely used format in direct mail. 
to find out what different types of ex The promoters were interested mostly 
ecutives prefer in the wav of illustrations in selling printed tormats. Theretore, 
in their direct mail pieces. That is, t was easy tor them to torget letters. 


TO THE BUYER of LETTERHEADS 


If you will mail us a copy of your present letterhead, we will send 


7. A firm quotation on your next supply of letterheads 

Ys A porttolio of samples from our “Library of Famous Letterheads.” 

3. “Before-and-After” examples of modern letterhead design. 
There ts no charge for this matertal and no obligation 


PEERLESS LITHOGRAPHING COMPANY 


4305 Diversey Ave, Dept. 410 Chicago 39, Ill 


1500 Different Categories 
Local ® National @ International 


Agents Country Clubs Office Managers 
Airplane Owners Credit Buyers Office Workers 
Alumni Dog Owners Pilots 

Architects Defense Contractors Professional! People 
Army & Navy Stores Engineers Property Owners 
Associations Factory Workers Purchasing Agents 
Authors & Writers Farmers PX. Stores 

Brides Fieet Owners Religious Groups 
Brokers Fraternities Retail & Dept Stores 
Business Executives Gift Parcel Buyers Scientists 

Business Women Golfers Sportsmen 

Buyers (Store) Govt. Employees Stockholders 
Canvassers Home Owners Teachers 

Car Owners Housewives Teen-Agers 

Catholic Buyers Instaliment Buyers Television Owners 
Chain Stores Mail Order Buyers Top Salesmen 
Charity Contributors Mail Order Houses Treasurers 

Church Societies Manufacturers by Industry Vacationists 

Civil Service Lists Neighborhood Lists Veterans 

Clergymen New Businesses Wealthy Men and Women 
Club Members New Mothers Wholesalers 

Clubs Nurses Yacht Clubs and Members 


College Students Yacht Owners 


Mailing List Catalog Free on Request 
Write for a Copy on Your Letterhead 


Ask our Research Department for Information on Special Lists for 
Fund Raising Public Relations Market Research and Special Projects 
Our Representative will be on deck ali during the Convention, for list Consultation 


PHONE OR WRITE FOR DETAILS 


Wy INTERNATIONAL LIST CO., Inc. 
565 Fifth Ave. * New York 17 © PL 3-0833 
a Branch: 3162 N. Miami Ave, Miami, Fila 


Re 
you: 
ae 
| 


TWO LISTS OF UNUSUAL 
CHARACTER COMPILED BY 
CREATIVE MAILING SERVICE 
REPRESENTED EXCLUSIVELY 
BY MAILINGS INCORPORATED 


MAILINGS Incorporated has worked 
closely in the development of these lists 
—has observed the painstaking care in 
their compilation—and recommends 
them for test on any suitable mail order 
project. 


NEWLY PROMOTED EXECUTIVES 
60,000 @ $15.00 per M 


TIME and FORTUNE have first use of 
these names because of their heavy in- 
vestment in the initial work. Thereafter. 
the names are available for rental on 
a monthly basis according to prear- 
ranged reservations. 

Creative Mailing Service checks news- 
papers, trade magazines daily for an- 
nouncements of executive promotions. 
These names are placed on index cards 
along with company and local address 
verifications. At the end of each month 
the cards are arranged geographically. 
At the end of six months they are inter- 
filed in the master list. The list is in- 
creasing at the rate of 5.000 to 7.500 
new names monthly. 


RATED BUSINESS FIRMS 


365,000 @ $15.00 per M 


An exhaustive job of compiling has 
taken place for a period of almost two 
years in building and selecting these 
names. They are all firm names in 
either large cities or small towns as de 
sired. Names may be selected by fi 
nancial ratings. 


Group 1. 35,000—Rated $500,000 to over 
1 million dollars 


Group 2. 45,000—Rated $200,000 to $500,000 
Group 3. 95,000—Rated $ 75,000 to $200,000 
Group 4. 150,000—Rated $ 35,000 to$ 75,000 
Group 5. 40,000—Roted $ 20,000 to$ 35,000 


in testing this list. it is desirable to se- 
lect specific groups. ross-sections are 
not as effective as group tests. 


For further information or for reserva- 
tion of mailing dates. communicate with 


MAILINGS Incorporated 


25 West 45 Street, New York 19, N.Y. 
JUdson 2-0830 


Member National Council Mailing List Brokers 


I have seen other preference reports 


vhich atte mpted to prove the most ac 


ceptable size for a house magazine. 
The preterred size of a house magazine. 
These preterence surveys, and the 


are usually and most 


vy unreliable Thev are not based on 


You can obtain preferences mer 
But you 


innot obtain a convincing or rel ible 


W surveys. 


te on what kind of advertis ng peopic 


like to get or what kind of illustrations 
COPE ke to n tne idvertising 
they receive by mail 

If really truthtul, the person being 
nterviewed might sav thev didn’t want 
sing at ill How can 
in advance what size of 

stration he preters? Whether he 
reters one illustration or a lot of little 


llustrations. The small illustrations 
night be necessary to tell the story. 


house 


How can anvone tell the 


vazine he prefers? One of the pre 


na 


erence surveys showed the nayoritv of 


peopic preterred an 8 x Il house 
1 
magazine But the real truth ts that 
at othe most successtul, ong 


established house magazines mm the 


are the pocket variety. One 


eoun 
preference survey “proved” that blotters 
were least preterred as an advertising 
format, when hundreds of small bus 
nesses have used blotters successfully. 

So my words of caution to those 
studying direct mail when vou run 
wross preieren survey reports in the 
future . be very skeptical. 

I may be tramping on a lot of toes in 
cautioning vou to he ske pti« il and wary 
Of test reports and preference surveys. 
But somebody has to tell the truth about 


11 
this direct mail business. 


Conclusion 


I have now crammed into five short 


study sections (or sessions) just ibout 


ill the vs t ind tormulas can 
you Phink over the material you have 
read or studied here and let it sink in. 
Some of the tormulas given here will 
hecome automatic Sut as sutioned 
le OFE don't let the torm las or the 
letter-correcting tests worry. vou too 
nuch It vou treeze up... relax ind 


\t this point... some of vou are 
yorng to wonder why ive not cov 
ered other important points concerning 


direct n ul You pr bably have a lot 


ot unanswered questions. That is only 

tural Because vou Want te con 
nue vour study of direct mail, if vou 
want to improve vour direct vail, you 
\ i to develop the t chmique ot 
king questions Develop it further 
Ask questions Fo nstunce, here are 


1. How can I learn all the production 


details concerning direct) mail? In- 

sme It can be explained this way. 

Direct mail is a complicated subject. 


It has so many ramifications Here is 


a little rough chart which I have often 


used in explaining direct mail It 
shows the progress from the birth of a 
direct mai 


prod 


dea along the planning and 
uction line into the mind of a pros 
pect... the person who uluumately re 
ceives the piece. You will notice there 


into the 


are a lot of tributaries flow ny 

er. Go back to Glenn Stewart's story 
thout the dithculties of becoming an ex 
pert on the river. It all depends on how 
far vou want to go into the subject. Do 
you want to be an expert on the creation 
ind designing of direct mail? Or do 
you want to become an expert in all 
of the production details? 

The best way to learn production ts 
w actual contact with it. or by tl 


tation method. You can visit: your 


ettershop, vour printer or lithographer;: 


you can visit” the enyraver or the 
lectrotvper. Get vour lettershop to 
show vou all the different twpes of let 


ters. Gret your printer to help in show- 
ng vou how to make short-cuts which 
You can visit your pest 


othee to learn all about the intricacies 


ot handling the mail and the various 
rates 
Or vou can study and use for ref- 


Production Year 


erence the wondertu 
Book, which is issued by Colton Press, 
468 Fourth Avenue. New York 16, 
N.Y. Price is $15. 

Other ways to learn production .. . 
get on the mailing lists of manufactur- 
ers who issue booklets and deser ptive 


terature on all the types of equipment 


used n hirect mail work, Some ol the 

paper companies have excellent man- 

uals which will tell you in detail the 


difference between mimeographing and 
multigraphing and offset, and all the 
other processes which are necessary in 
producing the final direct mail job. 
All of these production problems are 
details. Thev are only the cogs in the 


whole direct mail wheel. The primary 


thing tor vou to study is how to com- 
plete the pertect’ merchandising tri- 
ingle. A good product, a good list, a 


yood appeal. 


Good Product 
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2. What is the value of automatically 
typewritten letters and should 
they be used? 

inswer: That is simply another ques- 
tion concerning details and production. 
The personal letter is the nearest ap 
proach to the personal call. It the 
personal letter you dictate or write Is 
appropriate for mailing to other than 
the one individual . . . then by all means 
use the automatically typewritten letter. 
But when you use the automatically 
typewritten letter, don't treeze up as so 
many people do, and make it a form 
letter. The automatically typewritten 
letter, to be effective, must be a pe rsonal 
letter There are hundreds ot uses. I 
use automatic typewriters myself tor 


answering inquiries, tor solmiting ad 


vertising. for doing just about thirty 
seven different jobs in my ofhce which 
were formerly done by individually 
typewritten letters. 

3. Why do one color offset jobs or 
a cheap little postal card sometimes pull 
better than a multiple-color printed 
sheet? 

inswer: That is when you begin to 
tramp on a lot of toes. It 1s not always 
true. But in plenty of cases it has been 


proved that a single color did outpull 


NCORPORATE 


AND 
RETURNS 


a fancy multiple-color job. The reasons 
have been simple. The modest, un 
assuming one-<olor job looked sincere. 
The fancy, dressed-up job looked like 
too much high-pressure. The recipient 
responded to the plain appeal. That 
was a case where the showmanship ot 
simphieity apphed. In another case, 
where the showmanship of richness 1s 
required . . . the plain picee may tall 
flat on its face. 

I've had other questions, such as: 
“What can I do to convince the boss 
to have a better looking letterhead? He 
thinks we should stick to our old, cus- 
tomary. established, conservative letter 
head.” “Shoot 


the boss. leave the job, or embark on an 


The answer here 1s: 


internal campaign of education.” You 
must convince the boss that it costs just 
as much to print a poor design as to 
print a good one. You must convince 
the boss, or whoever must okav the 
final order, that your present letterhead 
is not telling who you are, where you 
are and what you are. It is not a true 
representative O, your company. The 
salesman 1s not prope rly clothed. You 


must convince the boss that your present 
letterhead, (or the present design ot 
vour direct mail pieces) does not fit the 


type of showmanship required to put 
your Story across. 

There are so many other questions 
which can be asked and answered about 
direct mail. Over the past 30 years 
_.. L suppose I have heard practically 
every question “ h ch could possibly be 
asked about direct mail. Most of the 
questions concern the details. The nine 
constituent parts of a letter, or a direct 
mail piece. The most important qucts- 
tions concerning direct mail relate to 
the tenth constituent part. The soul. 
The copy. The appeal. Those are the 
most dithcult to answer. 

In this short outline 
a suggested study program for direct 
I have tried to focus on this 
I have 


. giving you 


mail. . 
tenth constituent the soul. 
tried to help you find answers. 

I have enjoyed making this outline 
for vou. Naturally it is not complete. 
But at least it gives you a basis tor 
further study in this fascinating direct 
mail field. 

As a final suggestion . L ask you 
to make a simple test. It is only tor 
those who have followed this outline 
caretully. 

I am giving you 25 questions which 
I have often asked the people who 
have come to my classes or climes. 
Don’t try to check back on the material 
you have already read. Take your pen 
cil and try to answer each question. 
Score 4 points for every question an 
swered correctly. If you cannot find 
the correct answer for every question 
(after you have finished the examina- 
tion) have your secretary send a tran 
script of your examination to me and 
1 will be glad to score it lor you. 

If vou score 100 per cent... you 
are wondertul. 

Henry Hoke 
53 Hilton Avenue 
Garden City, New York 


460 W. 34th ST., N. Y. C. 
LONGACRE 4-2640 
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1. What are the two major obstacles 
which stand in the way of the success 


of any mail solicitation? 


10. What are the 7 


2. Complete this sentence: People considered in making a Fact Analysis? 
they but very few 
really . People buy because of 


what thev 


3. What are the 4 fundamental and 
basic buying urges? 
a. People want 
b. People want to buy 
11. Why is it necessary to analyze re- 
(or to use the negative ap- 
proach in analysis)? 


he 


c. People want to buy 
sistunces 


d. People want to buy 


4. What is the so-called sixth sense 
of women buyers? 


that words 


understand 
... give a brief descrip- 
tion of the difference between the verbal 
world and the extensional world. 
Verbal world 
Extensional world 


12. If 


are not things 


you 


5. Are women’s reactions slower or 
faster than men’s? 


6. Can you list the 5 points publi- 
cized by Elmer Wheeler? (To be 
used in determining the tone or appeal 


13. What is the danger in judgment 
of your letter.) dang judg 


words? 


14. I gave you 14 questions which 
you should ask yourself before you write 
a letter. Give me 6 of these questions, 
and I will give you 100°. on this (4 


points). 


7. What's wrong with the following 
sentence ? 

People won't fight for things when 

they can find something to fight 


against 


15. What is the three-word formula 
for designing a good letterhead? In 
other words, what are the three ques- 
tions every good letterhead should an- 


8. Can you list the 6 basic functions 
which appeals can pertorm? 


swer? 


16. Give me the 6 elements of show- 


manship which should be considered 
before you decide on what type of de- 
sign you need for your Direct Mail. 


9. What are the 4 basic separate and 
distinct types of mail appeal? 
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EXAMINATION 


elements to be 


17. What did you get out of the story 
about “the tension of restriction”? 


18. What is the simplest formula for 
writing the first line of a letter? 
You either or 


19. What are the 4 basic faults in 
most letters (and Direct Mail copy)? 


20. Why should opinion phrases end- 
ing in “that” be avoided? 


21. Complete the following two sen- 
tences (according to the Flesch for- 
mula). 

Do not have more than an average 


of words per sentence. 
Do not have more than an average 
ot syllables per 100 words. 


22. What is the P-P-P-P formula for 
writing a letter? 


23. What should you avoid in in- 
quiry-seeking letters? You can answer 
in four words. 


24. What is the best tested opening 
line for a questionnaire or research 
letter? 


25. What is the most important 
working tool of the business letter 
writer? 

Total Score ? 
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“THIS, TOO, SHALL 
PASS” 


In these hurly-burly, hardly-know- 
where-we're going days, | suppose there 
come to all of us times when we are 
either unduly elated or unnecessarily 
depressed. Such extremes of emotion 
seem to be part of living. 

In my own case, when very troubled, 
I have used—with quite satisfying re- 
sults—the affirmation which heads this 
article. And I am glad to note that a 
very wise man who once called on King 
Solomon had similar sentiments. Ac- 
cording to an editorial in The Pick-Up, 
monthly publication of United Parcel 
Service, New York City, so interesting- 
ly edited by my friend Bert Barnes, 
this wise man, after being entertained 
in the King’s palace, said to him on 
leaving: 

“King, 
vou for the 
for I have no px 
one counsel to give 


I can make no adequate return to 
hospitality vou have shown me, 
Nevertheless, I have 
Il tind it 


SESSIONS 
you and you w 
helptul 

“There will be 
and I hoy 
be healthy in body and at peace in soul, and 


tumes in the davs to come, 


they will be man will 


when 
you will say to vourselt It is good to be 
living and to be a King 
be other times—may they be tew 


however, 
when you 
are ailing and troubled in your heart, and you 
will savy to yourselfi—‘Ot what avail this mor 
tal life? 

“When either of these moods comes upon 


you, retire vour mnermost chamber alone, 


stand in the middle of the room with curtains 
drawn and say to vourself three times and 
slowly This, too, shal! pass away 
will never 

Today 1s 


happened yet. 


Thus you 
tail in pudgment, is wisdom 
ours. Tomorrow hasn't 
No man knows what it 
may hold. and bac may pass, 
but life Let's tivé, then, this 
instant, the best we know how. 


which 


Good 


goes on. 


REPORTER'S NOTE: We found this philo- 
sophical and timely essay in Buck Bits. 4-page 
house magazine of The Buck Glass Company. 
Fort Avenue & Lawrence Street. Baltimore. 
30. Maryland. The editor happens to be our 
old friend Jerry P. Fleishman (‘Uncle Jerry’’). 
We always like to read any house magazine 
edited by “Uncle Jerry... Never know what 
to expect next. 


“FORM 3547 
REQUESTED” 


In August Reporter ... we gave you 
new rules for Form 3547 . . . but 
there seems to be considerable confu- 
sion. We asked for and have received 
clarification from the Post Office De 
partment. If we interpret the clarifi- 
cation correctly here's the dope: 

1. It is no longer necessary to use 
the long “Notice to Postmaster, etc.” on 
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time- proven, 


) sales and service lines. 
) 
) 


and advance remittance in full to— 


Dames, Henderson 


“writing in the country” 


SALES LETTERS? 


. but are YOU satisfied with SALES RESULTS you are getting from YOURS? . . 
are NOT, why dcn’t YOU try a couple of my Test Sales Letters? 

You may recall that my custom-written Sales Letters are composed from 

sales-tested phraseology, used for years by firms of many sizes in the 


Vl custom-write for YOUR own firm two of my Test Soles Letters. 
receive your finished Letters via special delivery, air mail). 
(Special REDUCED fee to new clients ONLY, the Letters, $25.00) 
send immediotely a brief memo on what you wish to promote, one of your folders, 


. If you ) 


. Kindly 


Remember 


WM. F. RUPERT 


Caring for babies is a personal matter. 
If you have a product or service that fits 
this picture, make your appeal personal 
. .. make it by mail. 
(compiler of national birth lists EXCLU- 
SIVELY for more than 55 years) can take 
you to over 200,000 new baby homes 
per month. 


Lists from Rupert 


Call ORegon 5-3523 


90 Fifth Ave, New York 11, N.Y. 


CHICAGO . . . 75 East Wacker Drive, 
NEW YORK. . 
LOS ANGELES .. 


Chicago 1 


As Your Mailing List Broker 
nere’s wHAT. GEORGE R. BRYANT 00 For vou 


Make custom consumer direct mail list selections for your offers 
Use mailer-owner direct mail and mail order experience for you 
Give practical understanding to your individual problems 

Speed service for you from New York, Chicago or Los Angeles offices 


Obtain revenue for you through coreful rental of your lists 


YOU CAN REACH US AT GEORGE R. BRYANT COMPANY 


- 595 Madison Avenue, New York 22 © MUrray Hill 8-2652 
- 122 East 7 Street, Los Angeles 14 © VAndyke 9868 
Member National Council of Mailing List Brokers 


STate 2-3686 


It’s OUR BUSINESS 
to Help YOUR BUSINESS 


SEND FOR THIS 


First Class Services for 


Classes of Mail 
MAILING LISTS 


Compilation Maintenane 


MULTIGRAPHING 
MIMEOGRAPHING 
ADDRESSING 


Hond Ts peuritien 
MAILING OPERATIONS 
MAIL SURVEYS 


Stocker 


poration 
stegy. May we help 


+ “homing” ring means more business for 
specialized mailing services, aid 

ou dixpatch your 
el be happy to serve you 


ADVERTISERS MAILING SERVICE, 
915 BROADWAY, NEW YORK 10, N.Y. 


INC. 


Aane 


-Arernan Organization 


TELEPHONE 
Al 4. 6606 


| 
Box 126 Sherwood, Ohio 
eed 
| 
— 
ey 
~ 
> 
gar 
To make vertain that the pestmar 
you, we at AMS. through the « 
next matting’ Call or write 
if 


divide; 
PRINTING 


RABBITS 


rarely 
they multiply. 

multiplies worps faster than 
you can split hares. Let The 
House of Dyal, with our 
WORDS Or yours, increase your 


sales by multiplying your 


messages. 


dial DYAL for 
PRINTING 
OR chard 4-0623 


THE HOUSE OF DYAL 
Printing - Advertising 
30 Irving Place, New York 3, N.Y. 


FOR MORE SALES 
THROUGH THE MAILS 


Use SAWDON ORDER-VELOPES 
and COMBINE-FORMS 
These Combination Order Forms 
and Return Envelopes Will 


Increase Your Mail Orders 
Write for Specimens Used by 
Leading Mail Or Companies 

THE SAWDON COMPANY, INC. 


484 Lexington New York 


HOW YOU CAN 
MAKE MORE MONEY 
Sy Wad 


A new mailorder book 
written out of the ex 
perience of the author 
who built a $120,000 
specialized business in 


told in Ad. Age 7/2/51 


Book is fact-packed, helpful, interesting 
Tells how to: Get Started, Select items, 
Advertise, Find Suppliers, etc. The author, 
Whitt N. Schultz, proves the effectiveness 
of handling only top quality products and 
giving excellent service. Praised by thou 
sands. Endorsed by leaders. Illustrated. Now 
in its Sth printing. Satisfaction Guaranteed 


SOLD BY MAIL ONLY | Postpaid $100 


’ Dept. R10 
NORTHMORE Ilinois 
NEED THESE? 

We Save Vou Me 
HUESINESS KEPLY ¢ 
te Printest 
WRITE PHONE 
HASKELL PTG. CO 


6-10 Hanover St.. N.V. 5 Wititehall 53-9550 


KDs and 
ns 


less than 4 years as | 


your envelopes in order to get notifica- 
tion ot change of address. 

Simply print three words at bot- 
tom, lett corner—“Form 3547 Request- 
ed.” Post Office then assumes that 
you agree to pay tor the receipt of the 
torm giving you new address of the 
name on your list, or for return of the 
undeliverable piece itself when new 
address is not known. If new address 
is a local one, the piece will be de- 
livered. But if not local, the piece 
will be forwarded to another city and 
postage due collected from the ad 
dressee if the matter is of obvious 
value or it bears your “Forwarding 
Postage Guarantee”; otherwise may 
be destroyed. 

3. Therefore (and this is point of 
contusion), if you want all undeliver- 
able third class mail returned to you 
(whether or not new address is known) 

print under corner card, top lett, 
“Return Postage Guaranteed.” 

4. If you want to be positively sure 
that mail will not be forwarded to 
your prospect's new address with post- 
age duc . print the words, “Do not 
forward” under the “return postage 
guaranteed” at upper left under corner 
card. 

Hope that is clear. One mailer told 
us he received four different interpre 
tations from four different employees 
in one local Post Office. Can't blame 
the mail users for being confused. 


UNUSUAL LETTER 


Some pre-convention letters (stirring 
up interest in visiting and examining 
an exhibit) are sometimes dull and 
boresome. But here is an unusual torm 
letter mailed to hospital executives on 
the letterhead of the Minneapolis- 
Honeywell Regulator Company, Min- 
neapolis 8, Minnesota. Some of you 
may enjoy reading it. And it could 
give you an idea. 

OUL MEDICE VIVIT MISERE VIVIT™ 

An ancent Roman, hos 


italized as a fe 


ym the main floor in spaces 


will be 
1430 and 1432. See it leave your hat 
and coat talk with the Honeywell people 
about vour own hospita r ancient Romans) 

i t trem! in patent 
care 

W x looking for you 
Since 
(signed) B. C. Benson 


*We looked wou It means “Whe lives 
medical hives muserab Robert Burton, 


CASE HISTORY OF A 
HOMEWORKING 
SUCCESS 


REPORTER'S NOTE: The accompanying report 
was given to us by Joseph McGee. Jr.. ex- 
ecutive vice-president of the Old American 
Insurance Company. Kansas City 6. Missouri. 
Such a case history would not be possible 
(in the future) if the promoters of New York's 
ridiculous homework-restricting order win 
their selfish fight. 


The American Weekly issue of Au- 
gust 19, 1951 carried an article on page 
18 entitled “She Made Money in a 
Small Town.” The author is Mr. 
Homer Croy. 

It traces the background and history 
ot Mrs. Dorothy Miller as it concerned 
her work of addressing and dispatch- 
ing direct mail pieces for The Old 
American Insurance Company, Kansas 
City 6, Missouri. 

The story started in the small town 
ot Albany, Missouri in 1944 with Dor- 
othy complaining about a shortage of 
cash to meet the household budget. 
Her husband suggested she find work 
during her spare time to supplement 
his income. 

After a fruitless search among the 
town’s business firms, she stumbled 
onto the fact that the high school com- 
mercial teacher was about to give up a 
typing job she had been doing for the 
insurance company. 

Mrs. Miller wrote the company and 
asked tor the addressing work. <A test 
was arranged and turned out satisfac- 


ult of an altercation with a para . — torily. Additional and larger jobs were 
salesman. tossed on his couch groaning as ; 
> } » 
“Geb Walk « sent to Albany until the volume grew 
q vivit «."* to the point where her home was not 
Rous translated, what this tiresome big enough to house Mrs. Miller and 
Reman m ease The tempera ar the extra girls she had to employ. 
nm this institution evecrabie, am 
Gas ds a new building to handle the volume 
my regular iob, I'd go home ot work. In the meantime, the Post 
Untortunately, patients ar , Office Department, after checking into 
me to mmplain about temperature contre 
the increasing volume of mail being 
tin released trom its Albany post office, 
, control for als, be sure to sto reclassified it from a Class 4 to a Class 
n the Honevwe wath at the American l office 
H tal A Convention in St. 
: 9 Mrs. Miller has some 40 odd girls 
H well’s new display (it’s @ neeo-chow) working for her, addressing, inserting, 
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maintaining various lists, and all the 
other many jobs that are required in 
the production of millions of direct 
mail pieces each year. All of these 
things resulted from the real and tire- 
less efforts of a woman who didn’t 
have enough cash to meet her house- 
hold budget. 

Although the story was written from 
a human interest viewpoint, it does 
present the basic facts of the origin of 
the decentralized direct mail produc- 
tion operations of the Old American 
Insurance Company. 

Such decentralization has proved its 
value many times to the Old American 
and in addition it has given the town 
of Albany a local operation that all 
the town folks are proud of and feel 
a part of. 

Old American emphasizes the fact 
that small towns offer a real possible 
solution for those mailers having prob- 
lems in maintaining adequate personnel 
and output in large metropolitan areas. 

One of the interesting results of the 
story in the American Weekly was the 
number of letters received by Mrs. 
Miller (from 25 states so far) nearly 
every one of which was from women, 
living in small towns, who want to do 
addressing work. 

Old American will be happy to fur- 
nish the name and address of the peo- 
ple in any particular state who wrote 
Mrs. Miller about work possibilities. 
One of them may be another Dorothy 
Miller, just waiting to be discovered 
by some large mailer who wants to 
decentralize the addressing operation 


CIRCULAR LETTER 


Mel Rubin of The Shaller-Rubin Co., 
Inc., 95 Madison Avenue, New York 
16, N. Y. sent us the following letter. 
He thinks it is really a “circular letter” 
because it goes round and round the 
subject. We'll reprint it for whatever 
it’s worth. On second and third read- 
ing it makes more sense. Processed 
on stationery of a New York silk 
broker. 


Dear Sirs:- 

Our business is Silks—Japanese Silks 
which are made into your Scarts. Your 
business is Scarfs—Scarfs which are 
made from our Japanese Silks. 

Our business ts Silks. We obtain 
the goods which you need: we depend 
upon you for our livelihood. 

Your business is Scarfs. You buy 
our silk piece goods, which you then 
print, cut, hem, box, sell and ship to 
your customers. Ultimately your pretty 
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little scarf adorns the head of some 
pretty little girl, and everybody is 
happy. 

In Japan, millions of people are de- 
pendent on us for their livelihood. In 
our country, the printers, cutters, hem- 
mers, boxmen, and your entire sales 
and office force are dependent on you— 
and, of course let’s not forget the pretty 
little girl. 

You see, we both have a tremendous 
responsibility. So let's all stop talking 
politics and buckle down to insuring 
a good Fall and Winter season. SELL, 
BUY, and SHIP. Make your beau- 
tifully designed scarf a necessity for 
that pretty litte girl—not merely an 
“accessory.” 

It doesn’t matter whether your silk 
is bought through a broker or not; as 
long as we all get down to our business. 
Now let's go! 

Sincerely yours, 
(signed) 


WHY MAIL ORDER? 


We asked Vrest Orton, proprietor of 
the Vermont Country Store in Weston, 
how he accounted for the growth of 
the mail order business in fine foods. 

His answer was specific: 

1) People with taste and money are 
now living in the suburbs and country, 
and they are prospects for fine eating. 

2) Driving is no longer fun what 
with crowds, big stores, and parking 
troubles. Shopping from a catalogue 
is simple. 

3) Nostalgic longing for favorite 
New England, Pennsylvania Dutch, 
Southern and other childhood dishes 
is a factor. 

4) Exceptional food from out-of-the- 
way places makes easy conversation, 
tree trom taint ot bragging. 

5) As people get older they try to 
stimulate jaded appetites. 


REPORTER'S NOTE: These 5 good reasons 
why people prefer to buy fine foods by mail 
appeared in “Cordially Yours.’ h.m. of The 
Taylor & Greenough Company. 20-30 Beaver 
Road. Wethersfield 9. Connecticut. Edited 
by that famous food-fancier Bill Feather. 


ADDED NOTE ON ITEM ABOVE. 
We recently received an inquiry from 
a food mail order advertiser . . . want- 
ing our opinion on his copy and want- 
ing to know if we could discover why 
his returns had been falling off in the 
last few years. Particularly on Christ- 
mas gift offers to industrial firms. Our 
conclusions: nothing wrong with the 
copy. Simply mailed too late in year. 
Quite a few advertisers of food boxes 
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“Gold Cup” 
Prospect Lists * 


SPECIAL 

( 400,000 Small Businessmen 
1951 compilation of owners, part 
ners or top executives of small 


t CHOICE AS TO 
BUSINESS ADDRESS) 
$15.00 per M 


[ 160,000 Mail Buying Parents 
larents who have bought by mail 
$6.00 baby chairs S16.50 per M 

[) 9,000 Travel-Minded People 


Top intellect of Southeastern Michi 
xan who have ribed to lecture 
ourses on travel. List on stencils 


$15.00 per M 


FARM 


[) 160,000 Wealthy farmers, ranchers 
and Plantation Owners 


Estimated annual income over 
$16,000 S15.00 
[) 35,000 Influential Farmers 
Officers, and directors of leading 


farm co-ops and granges-—on sten 


816.00 per M 


AUTOMOTIVE tists on stencite? 


[) 43,000 New Car Dealers 
$14.50 per M 
28,000 Truck Dealers 


$17.00 per M 


[) 46,000 Car and Truck Dealers 
Combined non-duplicated selection 
of the above two lists 814.50 per M 


[) 64,000 Independent Repair Shops 
$14.50 per M 


f[ 8,500 Automotive Wholesalers 


Special selection available 
817.50 per M 
[) 25,500 Fleet Owners 
—— 
115,000 General Automotive 
Establishments 
Including dealers. repair shops 
body shops, super service ations 
bump sheps, et 811.00 per M 
INDUSTRIAL stencits) 
33,000 Automotive Executives 
$30.00 per M 
1 14,500 Top Executives 
Presidents of leading corporations 


817.50 per M 


We'd like to send you detailed informe- 
tien about these lists. Please cheek 
those which interest you, attach to 
your letterhead and mail te: 


Department B 


Advertising Letter Service 
INC. 


2930 E. Jefferson Avenue 
Detroit 7, Michigan 


Gold Cup"’ prospect lists won top 
honors for three successive years of in 
ternational competition conducted by the 
MAIL ADVERTISING SERVICE ASSO 
CIATION 
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A TYPEWRITER 
DDRESSIN 
ENVELOPES—CARDS—LABELS 
MASTERS—FILL IN 
Archer Business Service 


5054'2 Archer Ave 
Chicago 32, I" Bishop 7.1373 


POSTAL CARDS PAY! 


Send for samples of \ 

POSTAL CARD) \ 

HOUSE ORGANS \ 

that pull inquiries ‘ \ 

and build good wil! . \ 
ORVILLE E. REED \ 
Howell, Michigan 


tor Christmas presents have been start 
ing mazlings late in June or early July. 
Prospects make up their minds long 
betore the tall season. Theretore, many 
ot the appeals which flood the mails 
during the pre-Christmas season reach 
prospects which have already pur 
hased. The problem of timing ts be 
coming more and more important. 
Hope to have a more complete report 
on the subject later on. It any readers 


have ideas shoot them along. 


THE NUMBER ONE 
CLUB 


The Reporter, for the past several 
months, has been trving to uncover 
the names ot those who still hold ori 
ginal 2¢1 local permits tor using the 
business reply form. Ben Dahlke of 
Dahlke Stationery & Mfg. Co. Lin 
coln Building, Buffalo 5, N. Y. thinks 
these 2 1's should band together as 


an intormal club of “old-timers.” So 


far... here is the list 
‘ an 
I x | os 
\n 
Canoga Fa 
‘ 
Chandler Tlaniwa ( yan 
mia 
Dahike Statw Mig. ¢ 
» Bu 
Ruths 
Herman Herst, ] 
Shrub Oak, N.Y 
Mag ( il 
N. 
The Robert R Organiz Inc 


Sunset Ma 


Men Park, Calitorma 
Unit Products Corporation 
Amston, Conn cut 
Wvandotte Ch cals Corporation 


t n 
Wyandotte Machigan 


REPORT ON AN 
UNUSUAL APPROACH 


The following letter reached us on 
stationery of Superior Coach Corpora 
tion, Lima, Ohio. It's worth passing 
along. 

Dear Henry: 


To some, ours might seem to be a 


morbid business—building transporta 


tion vehicles tor conveying of the bier 
be contused with beer). 
But actually we deal with an ordi 


(not to 


nary business and professional man, a 
tuneral director, that eats, sleeps, goes 
to pienics, has children and ts quite an 
ordinary guy 

When a tuneral director decides on 
the purchase of new equipment, it is 
a big decision (as $7,000 ain't hay). 
When a sale is consummated the direc 
tor’s name on our records is of im 
portance to us. He is our customer 
and there are only so many funeral 
directors buving coaches each vear, (no 
body buys tuneral coaches like soap 
chips), and we don’t torget his name 
the minute we cash his check. 

Now, to get to the “bottom” of this 
communique. 

One month after a coach is delivered 
we acknowledge this “Month-A- 
Versary” and send our customer a card 
ot good wishes, but not the usual book 
store type. It is something that is 
close to the bovs of Howard Swink’s 
Advertising Agency, Marion, Ohio, as 
they are regular guys too. The customer 
also realizes the spirit in which it is 
sent, vet the sincerity of our desire in 
knowing how the “new one” is coming 
along atter 30 days in its new home. 

This treatment of a “sales-follow-up” 
has proven to be very effective. Here 
are just a few comments we have re- 
ceived on business reply cards that ac- 
company our mailing: 


“It's the talk of the town”. 
“Can't be beat, we'll be in for am- 


bulance next spring”. 

“Had many compliments on our new 
‘baby’. Too bad it couldn't have been 
a girl, we have four boys.” 


by’. 


“So far has been a very good ‘baby’; 


“We're proud of our ‘ba 
it’s not nearly as noisy or fussy as the 
one that came to us in 1947. It takes 
less liquids, has a healthier body.” 
Although not strictly “D.M.", we 
thought you might like to give this 
mailing a write-up in THe Reporter. 
We are not overstocked, but we can 
spare a few if any reader ts really in- 
terested. One of these special “Month- 

\-Versarv” cards is attached for your 

reference. 
Very truly vours, 
Superior Coach Corporation 

(signed) D. G. Russell, Manager 

Sales Promotion & Advertising 
P.S. Note also, a copy of our “Playbill 
Booklet” that is distributed to all cus 
tomers, callers, salesmen, etc. at the 
reception desk. 
REPORTER'S NOTE: The “Month-A-Versary” 
piece is clever. A 10 by 10 inch sheet folded 
into form of a diaper and closed with a 
safety pin. Running slogan (under pin) reads: 
“How's the new baby?” Half way open 
this message appears: “In our “delivery 
room” one morn. Your new Superior Coach 
was born; It happened just a month ago. 
And now we'd really like to know— How's 
the “baby’’? Doing fine? A card's inside— 
please drop a line!” 

Playbill booklet also top-notch. 12-page. 
4) by 6 inch . . . simulates theatre program. 
Chronological scenes highlight company's 
history. Cast of characters indexes (by de 
partments) people to see. Well done. 


MORE ABOUT 
ONE-SYLLABLE 
WRITING 


Could be my own fault, Mr. Hoke. 
but T can’t get excited about this words 
otone-syllable business. It might be 
all right as an extreme cure for people 
who use a string of long words, but in 
general it makes dull reading. There's 
no rhythm, no swing, to Mr. Gordon’s 
piece. (See August Reporter). 

I'd like to point out, too, that Mr. 
Gordon wrote “war time” instead of 


SKETCHES 


By AIR MAIL 


DUMMIES 
to vour desk by mail trom my studio at home. Com 
plete personal service 
hooklet showing direct 


116 WEST CLINTON AVE. 
RAYMOND LUFKIN TENAFLY, NEW JERSEY 


IND DRAWINGS direct 
moderate cost. Write for free 


mail pieces I have designed 


Ir M. Rodlun 
gton 6, DC 
€ 
7 
4 | 
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“wartime.” Splitting a two-syllable direct mail promotions we've ever seen. 
word into two one-syllable words isn’t And there's a constant change of pace 
tair! We liked the “quotation” multi 
My main gripe, however, is the punc- graphed torm letter mailed on Sep 
tuation. [| just can't see all these dashes tember 17 to nurseries. It's worth re 
being used in so many different ways: printing. Could give some of you an 
even in one sentence there are dashes adaptable idea. (well filled-in) 
with different values. Very contusing. Dear Mr. Hoke 
I go along with the idea ot breaking SPCARING 
writing into small chunks—but they 
should be the right chunks. One chunk 
should not have part of another. 
So, just for the heck of it, I have 
given the Gordon article a quick going 
over. It isn’t written the way | would 


want it, but it is a lot better than the 


original. At least, think so. “Lady ot the 

Tekni-Craft . we that lives its lit ar in new = 4 catalog. 80 pages indexed. spiral 


bound. Graphic ideas galore. $2.00 refunded 
Rockton, Illinois = if you're not satisfied. 


HAROLD M. LAMBERT STUDIOS 


1F YOU WANT 


SELLING 
COPY 


use an experienced 
* MAIL ORDER? 
ADVERTISING AGENCY 


ARTWIL COMPANY 
22 W. 48 St., New York 19 


@ Plaza 7-1355 


INSULTING MAIL i 


Charles M. Fitzpatrick of The Cac- 
tus Gardens, Route 3, Edinburg, Texas 
sent us a letter he received which takes 


the all time record for insulting ap 
proach. Previous similar letters were 
unanswered because they just couldn't 


answered. We'll eliminate the name 
Charlie Shaw, Tckni-Craft, Rockton, be answered ell eliminate the name 


Illinots of “smart operator.” He doesn't de 


serve any publicity, good or bad. ; 
Incidentally, Charles Fitzpatrick can’t : “is 

work through middlemen. He has “LETTER STOPPERS 

umque business of selling cactus plants oetes 


by mail. We are trying to get a story 


“QUOTES” FOR 


about his operations. 


LETTERS Dear Sir 


Severa sent m 


MIDGET CACTUS GARDENS and 


Free Xmas Ideas 


The New York Times (Times Oe 
Square, New York 18, N. Y.) is doing id h been agnores think Copy Angle 
a magnificent, tremendous (add other poh f doing business better becor 
superlatives) job with direct mail. nore stane A. AUGUST TIGER 

This reporter happens to be on all 545 Fifth Ave., New York 17, N. Y. 
of the tolks in advertising departments. ains in the East mld like rehase THANK YOU 
So we see all the letters, booklets, told these palnts tro moat a better pri For Enabling Us To Move 

per ay tor To Larger Quarters 
r dos ot 

ments of prospects. whi will order 130 Flatbush Brooklyn 17, N.Y. 
Most intelligent, selective, consistent ithin two for ross it rt New Phone—STerling 9-8003 
M. VICTOR ADDRESSING SERVICE 
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ers, reprints, etc. poring to various sey- 
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Wor ire tools that he pe dawn 
Th wore t w hav tore hight, shot And speaking of selling ros 
kill, maim, stab, gu planes, tanks. A Our annual Rose Page will be featured a 
Mies 4 vert, cacn Sunda Septermibe when mt t wh 
tr act, that t w with our 1.100.000 tamualies 
t rint W met 
when w sin ’ ise in communit 
wore that u t Long wor | advertising rate is on $1.30 a line. | 
What does t man sa Whe seeks aid Deadline tor Sunday, September 30, wall b 
right nou He shout Help' Help! He Thursday muon. Screcmber 27 | --- 
Sas no time to ng words Ile wants a Cordially. 
tnend toe act at ol (signe Charles ne 
What we t is best sand in wt words Garden verusing Department | . 
p | 
| 
Kt at once All t us 4 
Long words have © course, iP 
but if short words tell the same tale, why 4 Microfilming Corporation of America } rae F 
speak in print—and want to get tolks to CCC CCC CCC CCC 
act on what vou have to say why net try ua Pi: 
“* ; 
a 
oe 
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ball and want additions usin 1 volume 
then answ cnt et me know if 
our st in Amerna Texas might be big 
but on the bast one shadow would cover the 


Your frie nd, 


(signed) 


DIRECT MAIL DOLLAR 
VOLUME 


For the first 8 months of 1951, the 
total dollars spent on direct mail 
amounted to $691,544,626. This figure 
was released by special DMAA Re 
search Committee. 

So that you are all brought up to-date, 
we'll repeat previously published hg 
ures and add the latest. 


January 90,672,133 
February 80,379,898 
March 94,396,448 
April 87.087 886 
May 87.746,885 
June S5.151.810 
July TS.676.791 


Nugust 86,832,775 


$691 544,626 


The figures snown above represent 


increase over the same period 
in 1950. Direct mail continues to grow. 


LINCOLN REPHRASED 


Ira Glick of Science Research As- 
sociates, 22% South Wabash Avenue, 
Chicago 4, Ihnotis sent us a mimeo 
graphed page trom some unidentified 
bulletin . . contaming the tollowing 
amusing rewrite of Lincoln’s Gettys 
burg address. An MIT protessor sup- 
posedly translated the text “so that pro 
tessors can understand it.” Maybe it 
isn't so funny. Too many protessors 
and businessmen write this way . 
instead of saying it simply. . . as did 


Lincoln. 


I iprchensive Viewpoint we 
n tm i 
The courageous units, in berng annihilated, 
whe were active in this area have imtegrated 
mt where the a cation of simple 
netical erations to include our efforts 
raluce on negligible effects 
I action of the general public to this 
Ron vial and transitory 
mit t to the umpingement of the 
grou invariant It is tor this 
n bemng rather to be integrated with 
t ct te ch the combat 
x we un this area have so 
ensive effected the imtial implemen 
tut 
It is terable tor this group to be in 
tegrated with the incompleted implementation 
that t the standards set by these respected 
‘ ike accelerated intensive 
eft that we ¢ resolve at a high ethical 
\ ut th wed shall not have been 
any i with wut turthve ny the t 
t grou ind wine leadership shall 
mn new t unha rel ax 
t am t it Vision 
t ’ tegrated unit tor the integrated 
nv ntegrated units sha not 
the areca of thts inet 


Th norming after a newspaper had re 
te t i uple t ver learned and 
ty ld 


ul denunciation and protest, 


rex wr 
he d thew criticism and in com 
ule ther things that he 
t ght t wer quibbiing an tow ta 
ou Imagine the consternation of 
in rootreader d 
nny thems« tim with the 
fast 


COULD THIS BE TRUE? 


It was reported in the press that 
the Postmaster General ot the United 
Stutes wrote to the Chairman otf the 
all the hul 


labaloo about postal rates. The Post- 


Senate postal group during 


master General was quoted as making 


this statement: 


We prefer to believe that the Post- 
master General was misquoted. If he 
did make the statement . . . he doesn’t 
know what he is talking about. The 
Post Othee handles approximately 10 

billion pieces of third class mail annu 
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ally. That volume is much more than 
double the amount of third class mail 
used in 1930. Business concerns would 
not be using 10 billion pieces ot 
third class mail unless they had found 
this type of promotion was profitable. 
The Postmaster General has no right 
to make such an unfounded statement. 
His department also carries billions of 
pieces of magazines and newspapers. 
Many of the advertisements in those 
magazines and newspapers are never 
read. The advertisements themselves 
are sometimes unwanted by the sub- 
scribers. If Mr. Donaldson is right 
‘ then almost all advertising 1s an 


economic waste, 


PATHETIC EFFORT 


Good grief! A New York lettershop, 
during August, mailed the following 
atrocious copy on a post card. Pathetic 
is the right word tor it. Or was it 


a gag 
R Stu f the Nation 
Dear ¢ istitucnt 
Goal Morning Beautitul Da unt it 
W hile ¢ Nation ts 1 a high pros 


its «hoor 31 ca We a making 
this last athetic «effort t se PROCESSED 
PYPEWRITTEN LETTERS 5 copies 
$27.50 (15 lines). We are located at Blank 


¥. 4 


LAST SHOT 


July Reporter carried a story about 
a unique, rapid-fire alphabetical postal 
card campaign of designer Guy Hod- 
ges, 331 Madison Avenue, New York 
17, N. Y. Cover showed reproduc- 
tions of the 28 cards mailed within a 
month to a select list. 

\tter the last (Z) card was mailed, 
Guy sent a last-shot piece saying he 
had run out of animals and letters of 
the al 
card with an alphabetical check-list for 
use by anyone in the mood. To make 


phabet, but was enclosing a return 


our July story complete, here is a 
humorous check-list: 


k spe 
on Ve wa ca 
Irritated Won't forget u! 
Jog me again, Gu Xn ectings 
c t Y me int 

Let end ten Zoun 


minutes 
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truly deplorable, and unless conditions im 
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Telephone AA--0000 
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—The Printsmith. 
Fight an tent “One of the most frequent complaints mace 
neer Work t ce b nen and the general puble ts Manana 
t nivertsing matter m large quantite which va M O. K 
wder to det whethe vot the te bxcellent Rat 
x = this matter is thrown away without being 
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4 We a net m an area of man mm aK 
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SUCH WRITING 
DESERVES A PUFF 


Maybe this should be an advertising 
page rather than editorial . . . but we 
just can't resist giving publicity to a 
fellow out in California, who knows 
how to write in a friendly, humorous, 
low-pressure sort of way. We don't 
have room to reproduce the cartoonish 
type drawings ... but here is the letter 
which was processed on letterhead of 
Hollywood Mailing Products Corpora- 
tion, 441 Moss Street, Burbank, Cali- 
fornia 
Dear Friend; 

I'd lke to tell you how I got around 
to inventing the “Jiffy Mailer”. You 
see, | used to work tor a direct mail 
hrm where we handled mailings in 
all quantities from a couple of hundred 
to a couple ot hundred thousand. And 
I yot to thinking about how there ought 
to be a simple inexpensive way to apply 
postage stamps—nothing as big and 
complicated as the fancy high-priced 
machines we used for the large mail 
ings—just a small device to make life a 
little easier for the average person who 
at home or in the othee, has to put up 
with the distasteful task of “lick ng” 
stamps and envelopes. 

So, in my spare time, I poddled 
around in a little workshop I fixed up 
tor myself, making one model after 
another, and discarding each one for 
one reason or another—too hard to 
use—too expensive—too bulky. 

Then, one night, BINGO! 

Well, to make a long story short. I 
finally hit on the “Jiffy Mailer”. It is 
practical, it is inexpensive. And 
it works! Holds a full roll of postage 
stamps, (available at any Post Office) 
. . “licks them, dispenses them, and 
helps you apply ‘em—just like the pi 
ture in the upper right hand corner of 
this letterhead. 

\s soon as everybody saw how swell 
it worked, all my wife's relatives latched 
on to tree samples, but in spite of that, 
I managed to get into production and 
pretty soon lots ot stationery stores and 
othce supply stores bought ‘em; sold 


‘em; and bless their lil hearts 
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CLASSIFIED 


ADVERTISING 


dine minimum 


S0¢ per 


ADDRESSING . . . TRADE 
M. Victor—Addressing for the Trade 
Rapid Service Unlimited Quantity 


roe Expert 


STerling 9-8003 


ADVERTISING AGENCIES 


agent 


ar , 


ing Ager 
New TK 


ADVERTISING SERVICE 


CHRISTMAS PLATES FOR MULTILITH 
AND DAVIDSON PRESSES 


FOR SALE 
‘ADDRESSOGRAPH CABINETS 


133 lock end trays 
complete 

Bargain Price 

& WALLIN 


ORD 


n, 205 West Main 


MAILING LISTS 
CANADIAN MAILING LIST 

l n Elliott Stencils 
Can mail 


ble—OFFSET SCRAPB 


OFFSET CUTOUTS | 


MEDI PT 


OOK 


» 


low 
27, 
Juction proofs oi promotional 
h words and art panels, 
i Literature free 
PUBLISHER, 1209-K 

ngeles 6, Calif 


RESEARCH 


ig House. Encyclo- 
hat would you as- 
handle your research 
Phillip Miller, 
Wilmington, Del 


SALESMEN WANTED 


Rates: $1.00 per line—-minimum space 3 lines. Help and Situation Wanted Ads | | J 
space lines. Write The Reporter, 5 Hilton Ave., Garden City, l 
MAILING LIST CARDS 
Auto-Copy Index Cards 3 x For 
130 Flatbu yn 17, N.Y while addressing envelope r letters : 
N urbons required. Price $200 per 
thousand, {ob Rochester, N.Y. The 
er TL V— 
1ds 
Martin Adverti FINE 
ISP East 40h Street, 175.000 
Vill ren 
TOBE'S, Niagara-on-the-Lake, Ont 
fopflight mail order copy, art, layout 
typesetting, printing at mail town WANTED-—-Mailing List { Firms or ae 
price John Moran Advertising Agency ndividua wh have k ight Industrial - 
hoemakersville, Pennsylvania r Shop by Mail EC jomes, 
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LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 


ADDRESSING IMPRINTERKS — SALES LITERATURE 
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LABEL PASTERS 


ADDRESSING — TRADE 
— NY Potdevin Machine Company 1281-38th St Brooklyn 18, N. ¥ 
LABELS 
ADVERTISING AGENCY Label ¢ * Murray New York 7. N. ¥ 
Martin Advertising Agency ISPA East 40th St New York 16, N.Y 
LETTER GADGETS 
ADVERTISING AGENCY PRRSONSNEL DIRECTORY Hewlg Company 45 West 45th St. New York 19. N 
Metiraw 08, A. Mitchell 111 West Jackson Blvd. Chicago 4. 
\ Aue 1 r t h Ave Ne York 1 N. ¥ 


ADVERTISING ART 


John Guthrie 1345 Green Court, NW Washington 6. C LETTE RHE ADS 
The me $24 Ma New York Y i hi \ ‘ 
Raymond Lufkin 116 West Clinton Ave. Tenafly, N. J 
AUTOMATIC TYPEWRITERS MAIL ADDRESSING STICKERS 
Amer Au ma Typewriter N Carpe . st Eureka Specialty Printing ¢ Scranton Pennsylvania 


per ‘ 1 \llen Her N Car 


v We SIN SE 
A New York 18. N. ¥ Benart Mail Sales Service. Ir 228 East 45th St., New York 17, N. ¥ 
Dorothy K. Pollard 4 E. Capitol St Jackson. Mise Century Letter ¢ Ir 48 East 2ist St. New York 10. N. ¥ 
607 East Van Buren. Phoe 


BUsINEsSs SERVICES 
The P sane 


COLLATING MACHINE Inc 9 Water St.. New York 4. N. ¥ 

\ Va 200 Adelaide St West. Toronto 1. Ont Canada 
Thomas Mecha 1 Colla ® Church Street, New York, N.Y “14N M sukee S M ow 


COPYWRITER (Pree Lance) 


' 14 Mission St.. San Francisco 5. Calif 
Company 19 S Wells St Chicago 6. m 
w ington Ma Ser 1 4 Arch St Philadelphia 


DIRECT MAIL AGENCIES MAILING LisTS—Brokers 
' New k *tieorge I nt ¢ Ir Mad mn Ave New York N ¥ 
kl ' i om Spe | ad St r Mass 
‘ k 19. N *ijuild Company 16 Engle Street. Englewood, New Jersey 
i ! Ma 1M ern, Fourth Ave New Y Y 


Vest 45th St New York 19. N. ¥ 


Matloxraph Ir Vater Street, New York 4. N.Y N N York 
Reply 0 Products Company 150 West nd New York 11. N Y¥ True Ass 419 th A York ¥ 
‘ ~ h ns nm Ma M hers Na ! f Ma ng List Brokers 
‘ \ tr = Reston Mass 
Phill he pear ' h A New York 1. N.Y MAILING LISTS—Compilers & Owners 
‘ ne Letter Se leffe n Ave I 
DIRECT MATE AND bart Ass ed Publ y Service Sixtes Port Huren, Mich 
Machine nt ¢ | Ne York NY Book? ers Lists. Ir ‘ jway, New York 1 N. ¥ 
P Touhy Ave.. ¢ om Boyd's City Dispatch, 114-1°0 East 23rd St.. New York 10. N. ¥ 
! i \ 14. ! t Cor ur Ir t h Ave Ne 
r-Stevens Service, In 45 Hudson St 4, N. T 
s) List Bureau 45 Astor Place, New York 3, N. ¥ 
PXVELOPES re 2 a is ‘ Ne York 19. N. ¥ 
The American Paper Products ¢ East Liverpool, Ohio he h Statistical Bu ; Haw N York . Y 
Atlanta Envelope Company Post Office Box 1247 lanta 1. Ga ‘ ‘ I é 
‘ Mass IRM” Turf Fan 1 East 46th S New York 17, N. ¥ 
Cupples Hesee Cort N. Kingshighway Bivd St Louis 15. Mo M e Axe ate Fla mn Park, Mass 
‘ i ‘ ns ' Official Catholic Directory List 1 Rarclay St New York 8. N Y¥ 
Ma ber hs 1 ¥ “ Pent Ir ‘ Avenue f th Amer as, New York Y 
Garden City Envelope ¢ 601 North Rockwell St. Chicago 18. It Wr ! Kupert mot h Ave New York 11. N. Y¥ 
‘ hs Rex 654, Mu 
ir ¢ 5 1 St tr N 
Gray Bavetape | St... MATCHED ®TATIONERY 
a ‘ es y k 1 “. Tension Envelope Corporation. 19th & Campbell Sts. Kansas City Mo 
Paper Products. In Park Ave. Minneapolis 15 
sachusette Envelope ¢ 641-442 Atlant Ave. Roston 10 MESSENGER SERVICE 
The Standard Envelope Mire « 1400 East 20th St . Cleveland 14 2 at 
Aves New York Airline Delivery Service 6 Ea 8 New York 17. N Y¥ 
Tension Envelope pore nm. 19th & Campbell Sts. Kans City 8. Mo 
Tension Envelope Corporatior 1 Southwest Ave. St Louis 10. Mo VETERED MAIL FQUIrMENT 
Er N. Se 1 Mine 1. Mine — 
Tension Envelope Cor 191° Grand Ave, Des Moines 14. lowa Pitney-Bowes te 
United State mopar Springfield °. Mass 
The Wolf Envelope Company 179-81 22nd St.. Cleveland 1. Ohio MICKOFRILMING 
M me f America 11 East nt Ave. Maywood, N. ¥ 
ENVELOPE SPECIALTIES 
1000 Ir Capitol Ave. Hartford 6. Conn MULTIGRAPH SUPPLIES A TYPE 
Clty Envelone ¢ 1 North Reekwell St Ink } ' Wells & om 
The Sawdon Company. Ir 480 Lexington Ave. New York 17. N. ¥ 4 N 
Tension Envelope Corporstion. 19h & Campbell Sts, Kansas City Mo 
OFFSET PRINTING 
Hotsh ORGANS nm Service East 4 i st New York 1 
The William Peather Hur Read. Cleveland 1 The Lot Im t Ist Street, New York 3. NY 
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PAPER MANUFACTURERS PRINTING FQUIPMENT 
Appleton i ‘ Apple Wiscorsir Davidsen Corp 1048 Wes Adams St Chicago 7. 
Fox River Corporation Appleton Wisconsin Harris Seybold Company 4510 East Tist St.. Cleveland 6, Ohte 
W. C. Hamilton & Sons Miquon, Penna 
Hammermill Paper Company Erie. Pennsylvanta KEBUILT MAIL ROOM MACHINES 
International Paper Company 220 East 42nd St. New York 17, N. ¥ The Adamm Company 50 Th Avenue, New York 10. N.Y. 
Kir er ‘lark Neenah Wisconsin SEALIN 

G MACHINES 
Mead Sales Company Ledger Bldg. Philadelphia 6, Pa Seal-O-Ma 
Seer ‘ Neenah, W nsir 
Neb part Port Edw sir STAPLING MACHINE 


pe Comprar Housator Staplex Company 72 Jay St.. Brooklyn 
PHOTO ENGRAVERS STENCIL CUTTING & ADDRESSING 
Pioneer-Moss. Ine ° 460 Weet 34th St... New York 1. N. ¥ Mailing Service, Ir N sin St Freeport 


PHOTOGRAPHS TKADE ASSOCTATIONS 
1 sole tenha \ Philadelphia 19. P Direct Mail Advertising Assn 17 Kast 42nd St.. New York 17. N. ¥. 
ial ¢ 1 15th St. N. W Washington 5 Mail Advertising Service Assn 18652 Fairfield Ave. Detroit 21, Mich 
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PLATES & STENCILS 
a Ribbon & Carb) Mfg. Co., Inc Herb Hill Road. Oten Cove mut Cor 


ne par om 
1, Cor National Bundle Tyer Company 


noennes Ave thicage 
Blissfieid, Michigan 
PRINTERS & LITHOGRAPHERS TYPE FACES 

Ada st trookiIvn 1. New York American Type Founders Sales Corp Elizabeth, New Jersey 
South Lancaster. Mase 


ike “ TYPEWRITERS 


Avenue 


Paradise Print and P : .- Paradise VITAMINS AND MINERALS 


ir 


Stecher-Traung Litho 


Box 


thev're ordering more and more every ‘ Holder has just one purpose in mighty usetul to you. So, check off 
day. Sells tor a Buck-Ninety-Five, and life—to help you live the lite of Riley! the ones you want and take this letter 
everybody kes ‘em! Imagine opening envelopes .. . down to your stationery supplier, or 
with One Hand—ain't that somethin’? give him a call on the phone. If he 
All vou do is snap the Holder over the can't supply yvou—send me your order, 
edge of vour desk drawer, plop the along with cash, check, or money order 
“Genie Letter Opener” in it—and and I'll see that your order is filled, 
presto! You're a Magician...opening pronto! 


envelopes with one hand. Think of But. be sure to call your stationery 


Everything was starting to roll along 

nice and smooth—untl one day my 
wite spotted me sorta day-dreaming 
.. and that ended that! “Leo”, she 
said, “don’t just sit there resting on 
your laurels (only she didn’t say 


] 


‘laurels’ )—invent something else.” And the convenience too—no more hunting or office accessory supplier first . . he’s 


around tor your letter opener. Besides, a good friend of yours, and mine. 
your other hand is tree to draw tunny Pe oy 

doodles on your scratch pad or hold a 
telephone, or whatever it is that busy 
executives do. Incidently, you can take 
the “Genie Letter Opener” out of the 
Holder, to pass it around to admiring 
bystanders, or to loan it to the blonde 


when my wite gets . dea like that, 
there’s no peace i he house until I 
come up with something she gets a 
kick out of using—so, I poddled around 


(Signed) 

Leo Gendernalik 
some more and came up with a whiz 
bang letter opener. It's so new I don’t 
have pictures of it vet. [ll tr@ to draw 


it for you—it looks lke this 
« away. rice? 
Pop tried it just once and said... Seretary three desks away. The price” BOW OUET LETTER 
“ Its WE, vete, 
Sav, the name “Gem” fits this to a 
. ready to go 
Stick around—I still got another one! Tue Reporter recently received one 
then and there. it was samed the It seems there are some people who of the tanciest letters we have ever 
“Genie Letter Opener.” It’s made of have always wanted something conven- seen. A little four-page folder with a 
ient to keep a roll of postage stamps in lithographed bouquet of flowers on the 
without the special “licking” feature front cover. Typed on the third page 
possibly cut yourself. (The kids can't of the “Jiffy Mailer.” For them, | was this personal message: 
dreamed up the “Genie Stamp Holder Accept this bouquet, Henry - - - 
. . (Good Old Genie) . . it holds a tull ght token of 


roll of stamps, which you dispense with ! fTae Reporrer” 
} a doubt, one th best I 


im indebted to you for many 


‘T . . the real Genie couldn't do a 


better jyob—its really slick'’ SOoo, 


plastic and has a real sharp steel blade 
tucked away inside where you can't 


hurt themselves on it either even 
if they do manage to get it away from 
you). The idea is, as I tried to show 
vou by my sketch—you simply pull an 


my appreciation for 


a single movement of your thumb or 
envelope through the slot and the blade tinger (whichever takes less effort). 
There's a special dingus inside that pre- 
vents the stamps from rolling back wee to me thet Il two year subserip 
nside where you can't get at ‘em. No n price I recently paid you. Should I ever 
glad to reimburse 


neatly slices through one side right 


near the edge And for some reason 


even I can’t understand, it works equal 
Air Mail envel need to take the gismo apart every time 


ly well on tissue-thin 
you want a stamp. You can put this 


opes and big heavy brown-paper en : 
velopes. The “Genie Letter Opener nice compact “Genie Stamp Holder in a ; PRODUCTIVE. MATER- 
your pocket or purse, or bounce it 


is individually boxed, complete with in 
for $1.00 even! around in the desk drawer—can't hurt 


structions, sells 
Over the stamps a bit. It’s really pretty » and let's 


(Be Sure To Turn This Page 
There's More On The Other Side!) useful thing—and an excellent gift 
t is individually boxed—and sells for 
just $1.00, isth Service 
¥ 


To make the task of opening enve 
lopes even simpler . . we've got a 
bracket-sort-ot thing, which ts called Now, chances are that one or more 
the “Genie Letter Opener Holder.” of these “Genie Slaves” will prove Jack Flanigan is using a technique 
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SHORT NOTES 


Continued from page 


bank officers that they should start a 
campaign in Garden City to get all 
businessmen to open every piece of 
mail. Oh yes ... the laundry man 
also admitted that he didn't pay any 
attention to our envelopes because 
they “did not have postage stamps.” 
We had to explain that more than 50°, 
of business mail is now dispatched by 
the more convenient metering method. 
Trade papers in the laundry and other 
local retail service fields should be able 
to do something with this item. 


@ THE WASHINGTON (D. C.) AD- 
VERTISING CL'JB will hold its third an- 
nual all-day Direct Mail Seminar on 
October 23, at the Hotel Statler. Ferd 
Nauheim is this year's general chair- 
man. Earle Buckley will be the main 
attraction at the luncheon. There will 
be a “Circles of Information” setup 
during the afternoon. If the program is 
as good as last year... it will be a 
fine day. 


@ E. ST. ELMO LEWIS has been added 
to the names in the Advertising Hall 
of Fame of the Advertising Club of 
New York. A wise and deserved ad- 
dition. This reporter had the oppor- 
tunity of becoming very well ac- 
quainted with St. Elmo during his last 
years in St. Petersburg. Florida. Sat 
at his bedside many times shortly be- 


fore his death on March 18, 1948. He_ 


was a grand old man of advertising. 
One of the pioneers in the use of di- 
rect mail. He probably was the first 
large user of direct mail in the United 
States. He was the first of the national 
advertisers to take direct mail seriously. 
And he made a scientific study of it. 
In his teaching at various universities 
he always gave an accurate and hon- 
est picture of the potentialities of direct 
mail advertising. He deserves his place 
in the Adertising Hall of Fame. 


@ TO AVOID CONFUSION. The Re- 
porter offices were formerly located 
(until June 1, 1951) on the 15th floor of 
17 East 42 Street. New York. We had 
been located there since 1938. The 
Direct Mail Advertising Association of- 
fices were and are on the IIth floor of 
17 East 42 Street. When The Reporter 
moved to Garden City a few people 
were confused about the addresses. 
Some Reporter mail goes to the DMAA 
offices. And some of the DMAA mail 
comes out here to Garden City for The 
Reporter. So please see that your rec- 
ords are correct. All members of the 


DMAA (who receive The Reporter as 
part of their membership services) 
should be sure to have The Reporter on 
their mailing list to receive direct mail 
promotions for possible comment in the 
magazine. Send this mail to 53 Hilton 
Avenue. Garden City. New York. How- 
ever. if you are writing for library serv- 
ice or about Association matters . 
send your mail to the attention of Frank 
Frazier, Direct Mail Advertising Associ- 
ation, 17 East 42 Street. New York 17. 
N. Y. 


@ PRACTICAL BUSINESS CORRE- 
SPONDENCE is a 188 page. 8!/2 by 11 
inch spiral-bound textbook by Charles 
F. Walker and Robert R. Aurner. It 
is for use by teachers of business cor- 
respondence in colleges. Published by 
South-Western Publishing Company. 
634 Broadway. Cincinnati 2, Ohio. Price 
$2.08 plus postage. Seems like an 
orderly and intelligent presentation of 
the subject . . . with plenty of class 
exercises. 


@ THE POSTAL RATE situation was 
still up in the air as our final form went 
to press. Differing House and Senate 
Bills were “in conference” with several 
controversial issues to be ironed out. 
Only chance against rate increase .. . 
complete disagreement between sen- 
ators and representatives. Watch your 
newspapers. We'll have report in 
November issue. If and when new 
rates go through . . . we'll have sug- 
gestions for counter-acting the damage. 


@ ED HUSEN of the E. W. Husen Com- 
pany. 3408 Woodward Avenue, Detroit 
1, Michigan has written another booklet 
for the Mail Advertising Service As- 
sociation. His fourth. First one, a man- 
ual on typing operations ... then two 
manuals on mailing procedures and op- 
erations. The latest in series is titled: 
“More Profit in Good Management.” 
Gives a complete story of the manage- 
ment setup in running a lettershop. 
(66 pages, 6 by 9 size.) Priced at $1 
but sales limited to members of the 
MASA (headquarters address: 18652 
Fairfield Avenue. Detroit 21, Michigan). 
Well done. Should have been written 
years ago. Could have saved many 
headaches. 


@ PERSONALIZING can be dangerous 
if your mailing clerks are careless. Pres 
Cummings of Vermont Maple Products 
Company. Barre. Vermont showed us a 
2-page typed letter received from the 
president of a broadcasting company 

. asking for cooperation on a new 
give-away program. Obviously handled 
with automatic typewriters . . . since 
same letter must have been sent to 
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other food distributors. But the carefully 
prepared “personal” letter was spoiled 
because second sheet was personalized 
to a Mr. Gilbert C. Van Camp... who 
must have been surprised when the 
letter to him changed on page 2 to 
Mr. Preston Cummings. Make your 
personalizing co:.pletely sincere and 
believable. 


@ A SPECIAL PAT ON THE BACK 
should go to John Hennegan of The 
Hennegan Company. 311 Genesee 
Street, Cincinnati 2. Ohio. John has 
always been a good showman. Car- 
ries on his letterhead the slogan. “Show- 
manship in Printing.” This time he has 
used good showmanship plus good pub- 
lic relations. In an effort to help the 
graphic arts industry in Cincinnati. and 
incidentally his own printing plant. 
John issued a 334 by 914 inch, 24-page 
directory of Cincinnati. It pictures and 
describes the important phases of Cin- 
cinnati’s commercial and social life. It 
gives a complete classified index of all 
the firms in the Cincinnati area which 
are connected with the graphic arts 
industry. Imagine ... a printer adver- 
tising all his competitors, including all 
of his own suppliers. Such a broad- 
minded attitude is good for the industry. 
It is good for all business. 


@ IT TAKES A LONG TIME sometimes 
to change over from an old-fashioned 
to a modern letterhead. Last year when 
this reporter was in Montreal. staging 
his direct mail clinics, Bill Brayley was 
chairman of the clinic group. He was 
trying then to switch over to a modern- 
ized letterhead. Showed us sketches 
. and we gave our approval. Bill. 
who is advertising and sales promotion 
ger of C dian Schenley Ltd.(718 
University Tower Building. Montreal 2. 
Quebec, Canada), finally got his new 
letterhead in September of 1951. The 
sample he sent is beautiful. Engraved 
in black. blue and gold. Will have to 
give Bill an extra special pat on the 
back for including the province in both 
the factory and sales office addresses. 
Also the telephone numbers for both. 
If you want to see a striking letterhead 
. . « fmd some excuse for writing to 
Bill Brayley. 


eee 
@ THANKS to all you advertisers who 
helped to make this issue possible, 
whose support gave us working space 
to tell a necessarily long story. This 
reporter would like to hear irom every 
reader . . . after you have time to di- 
gest the training outline carefully. 
Do you like it? Have we slipped on 
any points? How could it be improved? 
Suggestions would be helpful 
before we make plans to reprint in 
booklet form. So please write. 
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from the 


RIGHT Envelope 


This 144-page, pocket size Handbook — 
concise, complete, authoritative — is 
crammed full of new profit opportunities 
for you. 


The mailings, the lists, the offers were essen- 
tially the same. But careful testing showed 
that of three different types of “outlook” en- 
velopes, one produced 54% greater returns — 
an annual potential of $33,000 additional busi- 
ness for the direct mail advertiser who made 
the test. 


It pays to use the RIGHT envelope. And 
now, with this new “Handbook of Envelope 
Products and Purposes,” U.S.E. makes it easy 
to find just the right envelope for every job. 


Available on request through print- 
ers, paper and envelope merchants. 
Reserve your copy now. 


UNITED STATES ENVELOPE CO. 
14 Divisions from Coast to Coast 


SPRINGFIELD 2, MASSACHUSETTS 
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yi CREATIVE MAILING SERVICE’S NEW 
CaPs HOME — BUILT ON THE CONFIDENCE 


OF NATIONALLY KNOWN MASS MAILERS 


in the Making! 


A nationally recognized mailing service doesn't grow overnight. It is built on the con- 


fidence of consistent users from year to year. That is our story in a nutshell . . . and it is the 


finest testimonial by which you can judge us as your source for addressing, mailing, lists, and 


list compilation. 


If you knew that we have been servicing regularly some of the largest . . . 
@ MAGAZINE and NEWSPAPER PUBLISHERS 
@ NEWSLETTER SERVICES 
@ FOOD COMPANIES 
@ FUND-RAISING ORGANIZATIONS 
@ MAIL ORDER HOUSES 
@ DEPARTMENT STORES, etc. 


you would pause for this refreshing thought: ‘How come such 
high calibre accounts deal with a mailing house tucked away in 
Freeport—a suburb of New York City?” 


{ better buy tells you why. Better in all ways of quality, dependable 


service, speed, and economy. 


Now in our new building—with its vastly increased facilities and skilled personnel 
we are fully prepared to handle more accounts with addressing and mailing programs. 
We invite your inquiry now, on your company or organization letterhead, for further 


CREATIVE MAILING SERVICE, inc @ 


460 NORTH MAIN STREET + FREEPORT, NEW YORK 


FReeport 


ADDRESSING © MAILING © STENCIL CUTTING © MAILING LISTS 
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